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[editorial 

Obsessive-Compulsive 
Renewal  Disorder 

The  cure  is  simplicity  and  common  sense 


If  you  think  circulation  is  a 
cushy  job.  you're  probably 
right,  but  not  for  the  rea¬ 
sons  you  think.  In  today’s 
world,  the  only  thing  cushy 
about  circulation  is  the  2  inches  of 
padding  lining  the  office  walls. 

Asking  subscribers  to  renew  print 
subscriptions  has  never  been  easy,  but 
when  you  add  digital  editions,  apps. 
mobile,  and  paywalls  to  the  equation 
(not  to  mention  some  paid,  some  free, 
some  bundled,  and  all  at  varying  price 
points),  the  chances  of  your  circulation 
manager  committing  harakiri  before  the 
next  audit  are  almost  guaranteed. 

Earlier  this  month.  I  receiv  ed  a  print 
renew  al  notice  for  a  local  daily  metro 
and  after  reading  it.  1  thought  about  con¬ 
tacting  a  rocket  scientist  to  interpret  it. 
The  complexity  was  confusing,  unneces¬ 
sary.  and  frustrating  to  the  point  of  no 
return  —  and  this  w  as  a  "print  only" 
renew  al.  One  has  to  w  onder  if  subscrip¬ 
tion  chaos  attributed  to  digital  products  is 
distracting  the  new  spaper  from  follow  ing 
the  basic  and  fundamental  framework  for 
successful  renewal  efforts  —  list  the  ben¬ 
efits  and  keep  it  simple. 

The  renewal  in  question  offered  NO 
benefits,  included  account  "details” 
with  NO  explanation,  listed  four  time¬ 
lines  with  NO  discount  for  choosing 
the  longest  subscription  period,  and 
stated  that  there  will  be  five  transporta¬ 
tion  cost  increases  in  2012.  All  this  and 
a  special  note  reading.  "Home  delivery 
rates  have  increased  due  to  the  rising 
cost  of  operations  and  new  sprint”  with 
NO  indication  of  how  much.  I  glanced 
to  the  bottom  of  the  letter,  expecting 
the  signature  to  read:  "Sincerely. 
Debbie  Downer.” 

With  circulation  numbers  dw  indling. 
newspapers  now  more  than  ever  should 
be  pouring  their  best  creative  Juices 


and  marketing  savvy 
into  their  subscription  efforts.  The 
consumer  experience  should  be 
friendly  and  offer  simple  choices 
including  print  and  digital.  Sorting 
out  multiple  offers  and  prices  is  chal¬ 
lenging,  but  not  impossible. 

Customers  w  ant  to  feel  special,  they 
want  to  know  the  money  they  are 
spending  is  appreciated  and  that  they . 
will  be  rewarded  w  ith  insightful 
information  that  is  unique  and  not 
available  for  free  across  the  Internet. 

But  there  is  still  a  big  elephant  in  the 
room  of  the  metro  in  question,  and 
he's  sitting  carelessly  on  the  circula¬ 
tion  director's  shoulder.  Most  of  the 
content  they  are  requesting  payment 
for  is  available  24/7  as  a  free  app  in 
the  iTunes  store  and  Android  Market. 

The  New  spaper  Association  of 
America  offers  several  subscriber 
acquisition  and  retention  reports, 
including  "Marketing  Home  Delivery: 
The  Subscriber  Lifecycle  and  Model 
Retention  Process”  and  "Selling 
Subscriptions  with  a  New  Sense  of 
Urgency.”  There  isn't  enough  space 
on  Wikipedia  for  all  of  the  circulation 
tips,  strategies,  and  case  studies  avail¬ 
able.  But  reading  and  studying  and 
attending  conferences  does  absolutely 
nothing  unless  there  is  a  plan  of 
action  and  implementation. 

As  I  write  this,  an  email  from  the 
"Customer  Intelligence  Manager”  at  the 
metro  paper  that  sent  the  depressing 
renew  al  letter  Just  appeared  in  my  inbox. 
They  are  asking  me  to  complete  a  brief 
survey  to  "see  how  we  are  doing.”  Their 
timing  couldn't  be  better.  —  JF 
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COMMENTS 


PROBLEM  1$  NOT  DELIVERY 
EREQOENCY 

Your  ston  “Daily  Paper  Going  the 
Way  of  the  Milkman”  (Newsosaur, 
Januaiy  2012)  is  one  more  sad  and 
desperate  ohituaiy  for  the  newspaper  busi¬ 
ness.  If  you  reduce  your  seven-day  delivery 
to  Thursday,  Friday,  and  Sunday,  just  go 
ahead  and  order  the  coffin. 

I  was  fortunate  to  be  a  part  of  the  news¬ 
paper  family  starting  in  the  early  1950s.  At 
that  time  and  for  at  least  into  the  1990s, 
whatever  the  price  for  the  Chattanooga 
News  Free  Press  the  newspaper  carrier 
earned  half  of  the  weekly  price,  i.e.,  if  the 
price  was  50  cents,  the  carrier  earned  25 
cents;  when  the  price  was  Si,  the  carrier 
earned  50  cents;  if  the  price  was  S2,  the 
carrier  earned  Si.  There  was  almost  no 
turnover  in  our  carrier  force.  Since  the 
newspaper  carrier  was  the  only  part  of  our 
newspaper  that  had  close  contact  with  the 
public,  he  or  she  was  the  front  line. 

Another  point  —  I  Gsited  newspaper 
companies  all  over  the  country  and  instead 


of  newspaper  plants,  you  had  cathedrals, 
not  just  buildings.  I  wonder  if  the  Los 
Angeles  Times  or  the  Chicago  Tribune  is 
still  in  hock  for  those  big  fancy  buildings 
dowTitown.  1  was  in  one  newspaper  plant 
with  four  floors  of  escalators.  Yes,  they 
had  steps  and  elevators.  Why  not  go  out¬ 
side  of  town  and  build  a  new  spaper  plant 
without  the  bells  and  whistles? 

Most  of  the  battles  in  newspapers  have 
been  lost  by  early  mismanagement  and 
hea\y  debt. 

CURTIS  D.  ADAMS 
FORMER  CIRCULATION  AND  ADVERTIS¬ 
ING  DIRECTOR 
CHATTANOOGA  NEWS  FREE  PRESS 


PROMOTING  THE  DECLINE  OF  PRINT 

The  problem  I  have  with  stories  like 
this  (Newsosaur,  January’  2012)  is 
they  alw  ays  look  at  big-city  new's- 
papers,  which  have  regional,  national, 
and  international  information  that  can 
be  had  from  numerous  other  websites.  I 
want  to  see  more  information  on  how 


“If  you  reduce  your  ? 
seven-day  delivery 
to  Thursday,  Friday,^ 
and  Sunday,  just  go 
ahead  and  order 
the  coflRn 

small  community  papers  are  performing  I  / 
—  papers  with  circulations  less  than  ? , 

10,000  that  don't  rely  orr  AP  and  focus  ■  “ >1 

purely  on  what’s  happening  in  the  local  i  J 
communities.  ^ 

SUBMITTED  ANONYMOUSLY.  ON  EDI-  I 
TORANDPUBLISHER.COM  I 

KODOS 

I’m  an  old  former  journalist  who  loves 
seeing  a  young  person  doing  this  kind 
of  w  ork  (“Breaking  the  Big  Stoiy  ," 

Januaiy  2012),  learning  the  right  le.ssons, 
and  appreciating  her  colleagues.  Great 
work,  Sara! 

SUBMITTED  ANONYMOUSLY  ON  EDI- 
TORANDPUBUSHER.  COM 


Eniail:kristina(a)editorandpiJblisher.com, 
or  write  to  “Comments,”  Editor  & 
Publisher,  17782  Cowan,  Suite  C,  Irvine, 
CA  92614.  Please  include  your  name, 
title,  city  and  state,  and  email  address. 
Letters  may  be  edited  for  all  the 
usual  reasons. 
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We  Believe  in  Newspapers,  We  Believe  in  You 


Newspapers  give  you  more  than 
just  information. 

Tliey  offer  an  in-deptli,  panoramic 
perspective  of  events, 
delivering  a  weird 
and  wonderful  di¬ 
versity  of  arts, 


culture,  sports,  hobbies,  and  world  news. 

Newspapers  don’t  tell  you  what  you 
want  to  know;  they  turn  you  on  to  the 
stories  and  topics  you  should  know. 
They  inspire  you  to  think  deeper,  see 
further  and  dream  bigger  —  newspapers 
are  where  knowledge  comes  to  life. 


Digimarc  Discover  is 
putting  an  end  to  the  ' 
static,  offline  reading 
experience -uniting 
print,  mobile  and  Web 
initiatives  by  connecting 
print'to  the  digital 
world  on  the  device 
we  carry  with  us  24/7 
-our  smartphone. 
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Give  them  the  interactive,  multi- 
media  experiences  they  want 
from  articles  and  ads  -jthings  like 
view  a  video,  share  with  a  friend, 
comment  on  a  story,  get  additional 
information,  and  place  an  order - 
all  from  your  printed  newspaper. 


Close  the  sale  for  your  advertisers 

Imagine  readers  using  their 
smartphone  to  access  detailed 
product  information,  consumer 
ratings,  videos,  and  special 
promotions  directly  from  printed 
ads.  With  Digimarc  Discover, 
print  ads  are  now  actionable  and 
measureable  like  never  before. 

How  is  Digimarc  Discover  different? 

•  Unlike  barcodes  and  tags,  there  is 
no  loss  of  valuable  space  and  no 
negative  impact  to  design  and  layout. 

•  Readers  are  instantly  connected  to 
the  additional  online  content  without 
having  to  take  a  picture,  email  it 

off,  and  wait  for  a  response. 

•  Easy  trials  through  the  Digimarc 
Discover  Online  Services  Portal. 


0 

TRY  IT  YOURSELF. 

THIS  AD  IS  INTERACTIVE. 

Download  the  Digimarc  Discover 
mobile  app  from  the  iTunes 
App  Store  or  Android  Market 
and  follow  the  directions. 
Experience  this  ad  come  to  life. 

Learn  how  simple  it  is  to  get  started 

at  www.digimarc.com/online. 
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Look  Ahead 


World  tabloid. 

Hislop  told  the 
inquirj’  team  he 
thought  newspa¬ 
per  companies 
were  crazy  to  give 
away  their  prod¬ 
ucts  for  free  on 
the  Web. 

“I  can’t  see  why  journalism, 
which  at  its  best  is  a  noble  craft, 
should  be  given  away,”  he  said. 

Wall  Street  Journal  columnist 
Brett  Arends  followed  up  on 
Hislop’s  comments.  Hislop,  who 
has  been  editor  of  Private  Eye 
since  1986,  said  that  during  the 
late  1990s,  when  every  one  was 
rushing  to  get  on  the  Internet,  he 
decided  it  was  all  madness. 
“Everj'one  was  putting  stuff  up  on 
the  Internet.  Everyone  said, 
‘You’ve  got  to  get  (the  Eye)  up 

continued  on  page  11 


The  Future  of 
Print  Is  ...Print 


Ian  Hislop 
Editor  of  Private  Eye 


British  newspaper  Private  Eye  stays 
offline  and  profits 

BY  NU  YANG 


Even  though  today’s  reader  wants 
to  find  the  latest  headlines  im¬ 
mediately  with  just  a  click  of  a 
button,  Britain’s  satirical  newspaper 
Private  Eye  has  stuck  by  the  phrase  “hot 
off  the  press”  for  50  years.  The  newspa¬ 
per  doesn’t  publish  online  —  if  you 
want  to  read  its  content,  you  have  to 
buy  the  paper. 

The  paper  does  have  a  website  (pri- 
\  ate-eye.co.uk),  but  to  read  full  stories 


from  the  latest  issue,  readers  have 
to  buy  it  at  a  new'sstand  or  sign 
up  for  a  subscription. 

Editor  Ian  Hislop  recently 
appeared  before  the  Leveson 
Inquiry',  the  British  government 
investigation  into  the  press  fol¬ 
lowing  the  phone-hacking  scan¬ 
dal  at  News  Corp.’s  News  of  the 


Offbeat 

The  News  Strikes  a  Pose 


he  twists  the  paper  into  strips  and 
makes  it  into  a  ball  of  paper 
“wool.”  He  has  created  garments 
such  as  dresses,  shawls,  gloves, 
and  bikinis. 

Vitali  began  his  art  career  as  a 
sculptor,  but  stopped  using  tra¬ 
ditional  materials  because  he 
felt  “people’s  creativity  should 
be  e.xpressed  without  harming 
man  or  environment.” 

“I  elected  waste  paper  as  the 
only  medium  for  the  realization 
of  my  w'orks,”  he  told  the  website. 

His  results  vary'  depending  on 
the  quality  of  the  paper  — 
w'eight,  if  it  is  glossy  or  not, 
color,  printed  w'ords,  and 
images  contained.  To  stay  envi¬ 
ronmentally  friendly,  he  doesn’t 


add  color  or  use  w'ater  or  any 
kind  of  glue.  Instead,  he  makes 
the  thread  by  overlapping  and 
twisting  the  tw'o  ends  of  the 
paper  strips. 

“I  avoid  using  glue  because 
the  thread  would  lose  softness 
and  elasticity,  and  by  drying,  it 
w'ould  create  corners  difficult 
to  be  knitted,  and  it  would 
break  more  easily  w'hen  bent,” 
Vitali  said. 

Vitali’s  website  (artnest.it) 
hosts  photos  from  his  collection 
dating  back  to  1997,  including  a 
cloak  created  from  ads,  a  blazer 
knitted  w'ith  black  ads  and  its 
collar  crocheted  from  the  white 
edge  of  dailies,  and  skirts  made 
from  strips  of  new'spapers.  NY  ill 


Italian  artist  creates 
garments  from 
recycled  newspapers 


The  news  gets 
recycled  in  a 
fashionable 
way  with  Italian 
artist  Ivano  Vitali.  Ac¬ 
cording  to  Italian 
website  artnest.eu, 
Vitali  w'eaves  ^ 

clothing  from  re- 
cycled  new  spa- 
pers,  tearing  the  j|sf 
paper  into  strips 
and  sorting  it  by 
colors  so  he  doesn’t 
have  to  use  dyes.  Then 
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cover  high-speed  rail  —  a  topic  that 
affects  many  communities  through¬ 
out  the  state.  Shared  coverage 
resulted  in  38  stories  written  by  12 
different  reporters. 

Last  summer,  California  Watch 
editorial  director  Mark  Katches 
brought  up  the  idea  of  an  interna¬ 
tional  trip.  Spain  was  selected 
because  the  countn  's  rail  system  is 
similar  to  the  one  proposed  for 
California.  Members  of  the  media 
network  were  eager  to  participate. 

“All  of  them  were  ver\’  interested 


in  new  ways  of  developing  content,” 
Katches  said.  “They  realized  if  they 
were  looking  inward,  they  would  be 
shutting  doors  to  other  possibilities. 
Instead,  they  found  new  ways  to 
partner.” 

Sheehan  was  chosen  as  the 
reporter  to  take  on  the  task, 
because  he  had  been  covering  high¬ 
speed  rail  since  2010.  He  also  had 
photography  and  multimedia  skills 
that  allowed  him  to  take  photos 
and  record  video.  It  helped  keep 
costs  down  for  the  group  by  send- 


All  Aboard 

California  news  outlets  team 
up  to  fund  bullet  train  trip 

Five  years  ago,  the  thought  of 
several  news  organizations 
collaborating  on  one  stoiy 
was  rare,  but  with  today’s  shrinking 
newsrooms  and  budgets,  news  lead¬ 
ers  are  looking  for  different  ways  to 
cover  stories  with  the  resources  they 
have. 

I^st  November, 

Fresno  (Calif.) 

Bee  business 
reporter  Tim 
Sheehan  spent 
eight  days  in 
Spain  to  report 
on  the  countrv’s 
high-speed  rail 
system  and  com¬ 
pare  it  to  what  state  officials  have 
planned  for  California.  A  proposed 
.SlOO  billion  rail  project  would  con¬ 
nect  the  San  Francisco  Bay  Area  to 
Los  Angeles  in  2.5  hours  on  trains 
traveling  up  to  200  miles  per  hour. 

The  84,000  trip  was  made  possi¬ 
ble  due  to  the  collaboration  of  12 
news  outlets.  Each  news  outlet  con¬ 
tributed  about  $400  to  help  fund 
the  trip.  They  include  the  Fresno 
Bee,  California  Watch,  The 
Bakersfield  Californian,  The 
Sacramento  Bee,  San  Francisco 
Chronicle,  U-T  San  Diego,  The 
Orange  County  Register,  The 
Modesto  Bee,  7’he  (Riverside) 
Press-Enterprise,  KQED  Public 
Radio,  The  (San  Luis  Obispo) 
Tribune,  and  the  Merced  Sun-Star. 

The  storv'  collaboration  started  a 
year  ago  when  California  Watch,  a 
branch  of  the  Center  for 
Investigative  Reporting,  launched 
its  media  network.  When  the  net¬ 
work  was  created,  it  was  meant  to 
not  only  get  stories  into  news  out¬ 
lets  across  the  state,  but  also  as  a 
way  to  bring  newsrooms  together  to 
collaborate. 

Fresno  Bee  e.xecutive  editor  Betsy 
Lumhye  suggested  the  network 


Tim  Sheehan 
Fresno  (Calif.)  See 
business  reporter 
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iiigjust  one  reporter  instead  of  a 
reporter  and  a  photographer. 
California  Watch  edited  the  videos 
and  created  graphics. 

From  stor\'  ideas  to  budgets,  the 
news  organizations  communicated 
closely  throughout  the  process,  turn¬ 
ing  it  into  a  true  collaboration.  All 
participating  members  published 
and  broadcast  Sheehan’s  two-part 
series  (fresnobee.com/spainrail)  in 
Januar\-. 


“This  was  a  ground¬ 
breaking  trip  that 
showed  we  could 
really  be  unselfish 
as  a  group,  combine 
our  efforts,  and  help 
each  other  across 
company  and 
geographical  lines.” 


■‘Wbat  I  learned  is  that  this  kind  of 
collaboration  is  possible,”  Lumbye 
said.  “This  was  a  groundbreaking 
trip  that  showed  we  could  really  be 
unselfish  as  a  group,  combine  our 
efforts,  and  help  each  other  across 
company  and  geographical  lines.” 

Sheehan  said  that  in  the  ftiture,  “it’s 
going  to  be  necessaiy-  to  do  these  kinds 
of  collaborations  whether  you’re  a  big 
or  small  paper.”  Nl”  a 


Canada’s  largest  French-language  newspaper  overcomes 
union  dispute 


In  January  2009,  Le  Journal 
de  Montreal,  the  largest 
French-language  newspaper 
in  Canada,  locked  out  253  em¬ 
ployees,  including  its  140-person 
editorial  staff,  due  to  a  union  dis¬ 
pute  resulting  from  failed  negoti¬ 
ations  to  make  the  labor  contract 
more  flexible. 

According  to  Steve  Faguy,  a 
Montr^  freelance  journalist 
who  followed  the  conflict  closely 
on  his  media  blog,  “Fagstein” 
(blog.fagstein.com),  most  of  the 
dispute  points  were  a  result  of 
management  demands  for 
changes  to  the  existing  contract 
Those  demands  included  increas¬ 
ing  the  workweek  from  30  hours 
(4  days)  to  37-5  hours  (5  days) 
without  extra  pay,  laying  off  75 
employees,  a  25  percent  pay  cut 
for  classified  employees,  a  20  per¬ 
cent  reduction  in  benefits  for  aU, 
clauses  that  would  give  new  hires 
fewer  rights  than  existing 
employees,  and  flexibility  to  reas¬ 
sign  workers  to  do  multimedia 
work  for  the  website. 


Apres 
Halle  Berry, 
Gildor  Roy  I 
evite  la  file  I 
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{  During  the  lockout,  the  paper 
was  produced  by  managers  and 
editors,  vdio  had  to  write,  take 
photos,  and  update  online  news. 

:  Managing  editor  George 
'i  Kalogerakis  worked  in  produc¬ 
tion  while  editor-in-chief  Dany 
Doucet,  who  had  been  a  reporter 
for  18  years,  returned  to  writing 
stories. 

continued  on  page  14 


continued  from  page  8  (Look  Ahead) 

there,  you’ve  got  to  get  it  out  there, 
every  one  wants  everything  for  free.’ 

I  just  couldn’t  understand  how  it 
would  work,”  he  said. 

Hislop  said  he  was  skeptical  of  the 
business  model  from  the  beginning, 
and  others  in  the  industry  warned 
him  he  would  lose  readers.  But 
when  Arends  checked  with  the 
Audit  Bureau  of  Circulations,  he 
found  that  the  complete  opposite 
was  true. 

According  to  ABC,  10  years  ago. 


the  £ve  had  average  yearly  sales  of 
176,000  copies.  Last  year,  the  paper 
saw  a  17  percent  increase  to 
206,000  copies.  All  but  2,000  of 
those  copies  were  fully  paid  sales 
either  from  the  newsstand  or 
through  subscriptions.  During  the 
past  10  years,  the  Eye  has  also 
increased  its  cover  price  by  50  per¬ 
cent,  and  its  recent  special  50th 
anniversary  issue  sold  at  an  all-time 
record  of  nearly  268,000  copies. 

While  many  other  papers  are  see¬ 
ing  a  drop  in  circulation  and  rev¬ 
enue,  Arends  said  the  Eye  has  kept 


itself  “distinctive  and  valuable”  with 
its  spoof  news  stories,  humorous 
cartoons,  political  gossip,  and  old- 
school  investigative  reporting. 

The  Eye  is  published  every  two 
weeks,  and  Arends  said  the  paper  is 
considered  required  reading  for  high¬ 
er-end  consumers.  ‘The  Eye  has  also 
succeeded  because,  quite  simply,  it 
has  reftised  to  devalue  itself  by  gi\ing 
its  product  away  for  free,”  he  said. 

Hislop  offered  this  advice: 

“Don’t  give  the  stuff  away.  The 
industry’s  going  to  die  if  you  don't 
believe  in  it.”  v 
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130  Years  and  Counting 


The  Brandon  (Manitoba) 
Sun  is  celebrating  its 
130^^  year  printing  news 
in  the  central  Canadian  town. 
The  paper’s  original  owner, 

Will  White,  printed  the  paper’s 
first  edition  on  Jan.  19, 1882. 
While  the  Sun  now^  offers  its 
news  online  (via  a  paj'wall),  the 
four  pages  of  that  very-  first  edi¬ 
tion  w^ere  cranked  out  on  a 
hand  press- 
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Legal  Briefs 

Town  in  Trouble 


Miliion-Dollar 

Mistake 

A  Texas  man  won  a  libel  suit 
against  the  Fort  Bend  (Texas) 
Star  and  one  of  its  reporters.  A 
Fort  Bend  County  jury  awarded 
Wade  Brady  $1  million  after  the 
Star  ran  a  front-page  story 
reporting  that  Brady  was 
involved  in  a  traffic  stop  and 
charged  with  minor  in  posses¬ 
sion  of  alcohol.  The  libel  law¬ 
suit  claimed  the  story  “con¬ 
veyed  a  false  and  defamatory 
impression  of  the  plaintiff”  and 
injured  Brady’s  reputation.  The 
complaint  also  alleged  that  the 
reporter,  LeaAnne  Klentzman, 
did  not  interview  any  of  the 
three  officers  involved  in  the 
traffic  stop,  “fabricated  many  of 
the  statements  in  the  article," 
and  failed  to  note  that  Brady 
was  found  not  guilty  of  the 
alcohol  charge  in  a  later  trial. 
The  newspaper  plans  to  appeal 
the  verdict. 


The  Journal  Times  of  Racine, 

Wis.,  has  sued  the  village  of 
Mount  Pleasant,  Wis.,  for  violating 
open  records  law  by  withholding 
requested  correspondence  and  fail¬ 
ing  to  provide  proper  reasons  for 
the  denial  to  the  newspaper.  The 
Times  is  seeking  records  pertain¬ 
ing  to  the  abrupt  dismissal  of  the 
village  administrator  in  a  closed- 
door  board  meeting.  The  Times 
received  a  $500  grant  from  the 
National  Freedom  of  Information 
Coalition  in  support  of  the  investi¬ 
gation  and  trial,  which  led  to  the 
release  of  the  requested  docu¬ 
ments.  A  settlement  was  reached, 
and  Mount  Pleasant’s  insurance 
company  agreed  to  pay  $5,000 
for  the  Times’  legal  costs. 

Ageism  in  indy 

A  former  Indianapolis  Star  colum¬ 
nist  has  sued  the  newspaper  on 
the  basis  of  age  discrimination. 

Susan  J.  Guyett  has  claimed 


that  she  was  laid  off  from  the 
paper  in  December  2008 
because  of  age  discrimination.  In 
December  2011,  Chief  Judge 
Richard  L.  Young  denied  the 
paper’s  motion  to  end  the  case. 
Guyett  claims  that  Star  editor 
and  vice  president  Dennis 
Ryerson  terminated  her  position 
while  retaining  younger  staffers 
and  even  replaced  her  regular 
column  with  one  written  by  a 
younger  reporter.  Judge  Young 
ruled  that  Ryerson’s  explanations 
were  contradictory  and  that  Guyett 
had  supplied  sufficient  evidence  to 
have  her  case  heard  by  a  jury. 

Guyett’s  attorney  said  the  evi¬ 
dence  shows  that  the  Star  artifi¬ 
cially  structured  its  layoff  criteria 
to  get  around  seniority  protections 
written  into  the  paper’s  contract 
with  the  union  and  to  hide  age 
discrimination.  Guyett  wrote  the 
"Talk  of  Our  Town"  column  from 
1999  until  December  2008.  At 
the  time  of  the  layoff,  Guyett  was 
59  years  old  and  had  received 
positive  performance  appraisals. 
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INDUSTRY 


Gannett  Co.  chairman  Allen  Neuharth  is  photographed  outside  the* 
tour  bus  he  used  to  visit  all  50  states  in  just  six  months  from  March 
to  September  1987.  Called  “BusCapade  USA,”  the  tour  was  the  basis 
of  a  twice-weekly  column  penned  by  Neuharth  titled  “Across  the 
USA”  and  distributed  across  Gannett  titles.  This  photo  originally  ran 
in  the  March  21, 1987  edition  of  E&P. 


BY  NU’YANG 


In  December  2011, 
Philadelphia  Inquirer 
investigative  reporter 
Nancy  Phillips  broke  the 
story  of  sexual  abuse  alle¬ 
gations  against  longtime 
Philadelphia  Daily  News 
sports  columnist  Bill  Conlin, 
As  a  result,  Conlin  resigned 
from  his  position. 

Phillips  told  the 
American  Journalism 
Review,  there  was  a  “cer¬ 
tain  level  of  discomfort” 
investigating  a  work  col¬ 
league  (both  papers  are 
owned  by  Philadelphia 
Media  Network),  but  she 
wasn’t  fazed  by  the  nature 
of  the  situation.  She  felt  it 
was  an  important  story 
that  needed  to  be  told. 

“It’s  obvious  she  has  a 
lot  of  empathy  and  con¬ 
nects  with  people  telling 
stories,"  Mike  Leary,  editor 
of  the  Inquirer’s  investiga¬ 
tive  team,  told  AJR.  “It 
was  really  evident  in  the 
Conlin  story.” 
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continued  from  jMige  II  (Finding  Unity) 


Le  Journal  de  Montreal 


Meanwhile,  locked-out  workers  cre¬ 
ated  a  rival  publication,  Rue 
Fronteimc.  Faguy  reported  that  in 
October  2010,  workers  rejected  a  con¬ 
tract  oft’er  that  would  have  kept  only 
50  of  the  locked-out  employees, 
required  Rue  Frontenac  to  shut  down, 
and  prevented  former  workers  from 
launching  any  other  competing  news¬ 
papers.  The  anti-competition  clause 
was  one  of  the  main  reasons  the  deal 
was  rejected. 

Negotiations  continued  until  the  end 
of  Febniaiy-  2011,  when  locked-out 
workers  finally  accepted  an  offer. 

Faguy  said  the  deal  would  last  five 
years,  and  the  Journal  would  hire  back 
62  workers.  The  rest  would  share  a 
S20  million  severance  package. 
Kalogerakis  said  that  although  42  jobs 
were  promised  in  the  editorial  depart¬ 
ment,  only  23  journalists  returned. 

Despite  the  lockout,  Kalogerakis  said 
readership  increased  to  three  times  its 
pre\ious  level  during  the  conflict.  As  a 
result  of  the  dispute,  the  paper 
changed  some  policies,  including  let¬ 
ting  reporters  work  on  their  newspaper 
pages  out  of  the  office  to  speed  up  the 
process.  Reporters  can  now  take  photos 


and  videos  —  something  that  wasn’t 
allowed  by  contract  before.  The  paper 
also  brought  in  a  production  hub  to 
save  money. 

“It’s  a  complete  renewal,”  Kalogerakis 
said.  “We  don’t  work  the  same  way  we 
used  to  an>Tnore.  The  newsroom  has 
changed  and  moved  into  a  multimedia 
experience.” 

Doucet  added,  “We  are  a  much  more 
open  newsroom  now.” 

The  paper  recently  launched  a 
revamped  website.  For  now,  access  is 
free,  but  Doucet  said  a  pavAvall  is 
planned  to  launch  in  spring. 

Under  the  new  contract,  managers 
such  as  Doucet  are  still  allowed  to 
write  stories  and  take  photos.  He  is 
also  able  to  hire  freelancers  and  work 
with  specialized  writers  that  he  said 
would  keep  the  paper  competitive 
among  the  six  other  dailies  in 
Montreal. 

Despite  the  long  conflict,  Doucet  said 
he  learned  some  valuable  lessons. 
“Readers  will  still  appreciate  what  we 
put  in  the  paper  if  it  is  well  done. 

“It’s  a  new^  day  for  us,”  he  said.  “We 
can  only  move  forward  and  not  go  back 
into  the  past.”  NY  si 


SAY  WHAT?  New  Vocabulary  for  the  Modern  Era 


Kidult 


(n.)  an  adult  who  behaves  like  a  child 


“But  alpha  male  has  been  superseded  by  omega  male,  the  underachieving, 
low-testosterone  kidult  who  lounges  at  the  other  end  of  the  blokey  spec¬ 
trum,  playing  computer  games  and  watching  ‘Lost.’”  -  Kevin  Courtnev.  Ihe  Irish  Times 
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Chicago 

Tribune 

Exposes  Failure 
of  U.S.  Justice 
Department 

In  an  investigative  report 
published  Jan.  29,  ■ 
Chicago  Tribune  reporters 
David  Jackson  and  Gary 
Marx  exposed  the  nation¬ 
al  problem  of  bringing 
border-crossing  fugitives 
to  justice. 

The  article  opens  with 
the  story  of  Jorge  Montiel, 
who  fled  to  his  hometown 
of  Pachuca,  Mexico,  after 
he  was  alleged  to  have 
raped  and  murdered  a 
Georgia  housewife  in 
October  2010.  Rather  than 
bring  the  international  fugi¬ 
tive  to  justice,  the  FBI 
decided  to  "discontinue 
that  effort"  based  on  the 
cost  involved. 

According  to  the 
Tribune  report,  there  are 
thousands  of  criminals 
living  with  impunity  in 
foreign  countries.  The  FBI 
even  knows  the  precise 
location  of  many  such 
fugitives,  but  “U.S.  offi¬ 
cials  may  delay  pressing  a 
foreign  government  to 
turn  him  or  her  over 
because  of  competing 
diplomatic  or  political 
priorities.” 

Jackson  and  Marx 
obtained  federal  data, 
information  on  open  war¬ 
rants,  and  reports  dating 
back  to  2003  that  show 
flawed  enforcement  poli¬ 
cies  and  a  fugitive  appre¬ 
hension  policy  that  remains 
cloaked  in  secrecy. 
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Critical  Thinking 

J-School  students  and  industry  vets 
tackle  the  tough  questions 


Q: 


With  so  many  ways  to  publish  content  —  print,  online  for  free, 
online  behind  a  paywall,  mobile  apps,  social  media  —  how 
should  publishers  differentiate  which  content  gets  distributed 
to  which  platform? 


Annie  .Rivera,  43,  graduate  ^ 
student,  California  State 

University,  Fullerton  W  1 

Rivera  is  studying  communica-  ■  J 

tions  with  an  emphasis  in  pro-  '  p 

fessional  communications.  She  ^B||||||n^ 

also  earned  a  bachelor’s 
degree  from’XISUF  in  commu¬ 
nications  with  an  emphasis  in  public  relations 
and  completed  credits  toward  a  minor  in  radio, 
TV  and  film.  She  is  a  freelance  journalist  for 
several  local  newspapers. 


A  Publishers  should  have  the  reader  in  mind  in 

•  order  to  determine  what  topics  are  most  appro- 
•  priate  to  engage  the  target  audience.  As  commu¬ 
nication  specialists,  it  is  important  to  understand  the  read¬ 
er’s  psychographics,  demographics,  and  interests  because 
the  content  or  message  could  have  the  potential  to  per¬ 
suade,  evoke  emotions,  or  incite  a  call-to-action. 

Social  media  platforms  such  as  Facebook,  Twitter,  or 
YouTube  are  pow'erful  “word-of-mouth”  tools  that  can  be 
used  to  distribute  content  instantaneously  (viral  market¬ 
ing  effect),  whether  locally  (within  a  community)  or  glob¬ 
ally  (covering  a  wider  variety  of  audiences  in  many  geo¬ 
graphical  areas). 

Personally,  I  tailor  my  messages  specifically  to  the 
audience’s  interests  on  my  Facebook  pages.  For  instance, 
on  my  personal  profile  page,  it’s  “anvthing  goes.”  I  will 
share  and  post  topics  I  find  interesting,  humorous,  enter¬ 
taining,  or  thought-provoking,  and  more  often  than  not, 
my  netw  orks  consisting  of  friends  and  family  will  share  it 
with  their  networks  and  so  on.  On  my  public  relations 
and  media  Facebook  page  targeted  at  prospective  and 
current  clients,  I  post  recent  articles  I  have  w'ritten  for  the 
local  newspapers.  I  share  links  to  articles  or  press  releas-  ■ 
es  I  have  placed  in  local  publications  or  post  promotion¬ 
al  video  or  photographs  of  upcoming  or  past  events  to  : 
raise  aw'areness  and  create  “buzz”  among  my  audiences. 
My  third  Facebook  page  focuses  on  my  hobbies:  sewing 
and  crafting.  I  will  post  photos  of  my  new  creations  or  | 
those  of  other  designers  who  have  inspired  me,  targeted  i 
at  other  crafters  or  sewing  enthusiasts. 

The  key  to  selecting  content  to  publish  across  many 
platforms  is  answering:  Who  is  your  audience?  What  are 
their  interests?  Where  are  they  getting  their  information 
(newspapers,  magazine,  TV,  radio,  surfing  the  Internet, 


search  engines,  etc.)?  When  do  they  like  to  receive  their 
information  (in  the  morning,  noon,  evening,  or  once  a 
day,  twice  daily,  once  a  week,  etc.)? 

How  do  you  they  receive  their  information  (online, 
newspapers,  social  networking  sites,  email,  word-of- 
mouth,  etc.)? 


Jackie  Kaczmarek,  58,  executive 
editor,  Hanford  (Calif.)  Sentinel 

Jackie  Kaczmarek  is  executive 
editor  of  the  Hanford  Sentinel,  a 
Lee  Enterprises  daily  newspaper 
in  California’s  Central  Valley.  Prior 
to  her  tenure  at  the  Sentinel, 

Kaczmarek  was  senior  editor  at 
the  Merced  (Calif.)  Sun-Star  and 
has  worked  at  several  other  newspapers  in 
California  and  in  Nevada. 


A  Content  is  content,  whether  it’s  news  or  advertis- 
•  ing.  Our  goal  in  this  industry'  should  alwav's  be  to 
•  grow  circulation  and  increase  revenue  across  all 
platforms. 

Because  of  the  rapid  growth  of  digital  and  mobile,  publishers 
and  editors  must  realize  that  we  are  now  a  “news  and  informa¬ 
tion  service”  rather  than  just  a  “newspaper.”  Departments 
(advertising,  editorial,  circulation,  etc.)  can  no  longer  operate  as 
silos;  leaders  must  break  down  the  traditional  barriers  and 
embrace  this  new  concept  for  us  to  be  .successful. 

Despite  the  inroads  made  by  online  and  mobile  media,  the 
core  success  of  our  business  currently  lies  in  print.  As  news-, 
room  staffing  shrinks,  a  reliance  on  community  journalism 
—  submitted  photos  and  stories  —  can  add  to  local  offerings 
to  drive  the  “print-only”  audience.  Promoting  video,  photo 
galleries,  or  Web  comments  in  print  provides  that  link  to  the 
online  or  mobile  product. 

Our  social  media  audience  —  predominantly  Fsicebook  — 
wants  news  updates  in  real  time.  Facebook  is  a  perfect  vehicle 
to  post  breaking  news  updates  as  a  stoiy'  unfolds.  Linking  back 
to  the  news  website  is  preferable  whenever  pos.sible,  of  course. 

Because  our  industry’  began  offering  “news  for  free”  online 
—  and  developing  our  w  ebsites  to  include  comments,  video, 
etc.  —  the  challenge  will  be  deciding  what  goes  behind  a  pay- 
wall.  Perhaps  it’s  the  “rest  of  the  stoiy”  that  resides  there,  such 
as  more  in-depth  reporting,  charts,  links,  video,  comments, 
etc.  How  we  market  and  promote  this  concept  of  paying  for 
online  content  —  as  we  do  with  an  e-edition  of  the  newspa¬ 
per  —  will  help  ensure  its  future  success.  s 
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Photo  of  the  Month 

Call  OF  Duty 

RON  JOHNSON/PfOR/A  (ILL.)  JOURNAL  STAR 

In  March  2004,  photographer  Ron  Johnson 
spent  20  days  documenting  the  lives  of  local 
units  serving  in  the  Iraq  war  for  the  Journal  Star 
with  reporter  Mark  Stern. 


Nasra  Kadim,  a  Muslim  woman  of  Sadar  City,  Iraq, 
peers  through  an  opening  in  her  gate  while  her  11- 


Members  of  the  1st  Armored  Division  stand  guard  near  a  highway  north  of  Baghdad. 


Spc.  Dylan  Palmer  of  Massillon,  Ohio,  can  be  found  playing  his  guitar  or  joining  in  a  year-old  daughter  Noord  Husseh  is  ever  watchful  of 

game  of  volleyball  after  his  daily  truck-driving  duties  with  the  1485th  at  their  base  strangers  who  pass  by  their  property  in  this  Shiite 

north  of  Baghdad.  s*'*®  of  Baghdad. 


WW 
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Send  us  your  photos! 

E&P  welcomes  reader  submissions 
for  our  Photo  of  the  Month. 
nu.yang@editorandpublisher.com. 


A  camel  sits  In  the  back  of  a  pickup  truck  as  a  convoy  comes  to  a  stop  on  a  highway  north 
of  Baghdad. 


Sgt.  Bradley  Baerwaldt,  left,  of  Pekin,  III.,  turns  the  blades  of  an  Illinois  National  Guard  CH- 
47  Chinook  helicopter  while  Spc.  Richie  Garcia  of  South  Peru,  III.,  works  on  the  top  during 
daily  maintenance.  Baerwaldt  and  Garcia  are  the  only  two  electricians  with  F  Company  of 
the  106th  Aviation  Battalion  who  work  on  the  flightline. 


148Sth  Sgts.  Jimmy  Marraccini,  and  his  wife.  Barbie 
Marraccini,  find  a  little  hideaway  in  a  bunker  near 
the  company’s  tent  to  share  their  day  at  the  end  of 
their  duty. 


PFC  Corey  Carter,  left,  of  the  1st  Squadron,  1st  Regiment  of  the  11th  Calvary  Division, 
plays  with  an  Iraqi  boy  as  he  and  fellow  PFC  Edward  Smith  take  a  break  from  their 
patrol  to  make  friends  with  the  Baghdad  boys. 
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THE  DATA  PAGE 


WORLDWIDE  MOBILE  DEVICE  SALES  TO  END 
USERS  BY  VENDOR  IN  Q3  2011 


\endor 

3Q11 

Units 

(Thousands  of  Units) 

3Qn  Market 
Share  (%) 

3QI0 

Units 

3Q10  Market 
Share  (%) 

Nokia 

105,353.5 

23.9 

117,461.0 

28.2 

Samsung 

78,612.2 

17.8 

71,671.8 

17.2 

LG  Electronics 

21,014.6 

4.8 

27,478.7 

6.6 

Apple 

17,295.3 

3.9 

13,484.4 

3.2 

ZTE 

14,107.8 

3.2 

7,817.2 

1.9 

Research 

In  Motion 

12,701.1 

2.9 

12,508.3 

3.0 

HTC 

12,099.9 

2.7 

6,494.3 

1.6 

Motorola 

11,182.7 

2.5 

8,961.4 

2.1 

Huawei  Device  10,668.2 


Sony  Ericsson  8,475.9 


Others  148,990.9 

Total  440,502.2 


5,478.1 


10,346.5 

135,384.1 

417,085.7 


100 

Source;  Gartner  (November  2011) 


WORLDWIDE  SMARTPHONE  SALES  TO  END 
USERS  BY  OPERATING  SYSTEM  IN  Q3  2011 


U.S.  MOBILE 
USAGE  OVERVIEW 


LOCATION  WHEN 
SCANNING  A  QR  CODE 
BY  PERCENTAGE  OF 
SCANNING  AUDIENCE 


59.4% 


At  home 


44% 


Retail  store 


26.6% 


Grocery  store 


21.4% 


At  work 

11.2% 

Outside  or  on  public  transit 

9.8% 


Restaurant 


Source;  comScore  MobiLens  (October  2011) 
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NAA  . 


6“ 


THE  PLACE  TO  BE  APRIL  2-5,  2012. 

Marriott  Wardman  Park,  Washington,  DC 


Keynote  addresses,  sessions  and  panels  address  AISO  don*t  miSS... 

success  stories  and  opportunities  for  innovation  - 
revenue,  audience  and  all  things  digital  and  mobile. 


Advertiser  Panel:  Perspectives  Direct  from  Customers 
Advertiser  Roundtables 

Digital  Shopping:  New  Products  to  Serve  Retail  Customers 

Engaging  Customers  with  New  Products  and  Experiences 

Growing  Audience  Success  Stories 

Integrated  Advertising  Sales 

Location-Based  Opportunities 

Mobile  Product  Development 

Mobile  Revenue  Strategies 

Multi-Media  Audiences/Cross-Platform  Insights 

New  Revenue  Models  and.  Strategies 

No  Debate:  How  to  Capture  Political  Dollars 

Paid  Content  Strategies:  Are  They  Working? 

Print  Innovation 
Sales  Force  Optimization 
Social  Media  to  Drive  Traffic 
Social  Media  Tools  for  Advertisers 
Video:  The  Sequel 
Young  Readers 

Special  Bonus  Sessions:  Digital  Sales  Executive 
Symposium  and  Marketing  to  Readers  Symposium 


NAA  associate  members 
with  products,  partnerships, 
solutions  and  services. 


Guests  from  the  largest 
buyers  of  newspaper  media 
engage  one-on-one  with 
newspaper  media  executives 
in  private  meetings. 


The  connection  with  longtime 
and  new  colleagues  is  a 
vibrant  experience,  throughout 
the  four  days. 


*member  savings  vs.  the  onsite  member  registration  rate. 


NEWSOSAUR 

_  OFFLINE/ON  TARGET 


Where  to  Find  Online 
Advertising 


Retailers  are  bypassing 
the  media 

BY  ALAN  D.  MUTTER 

In  a  stunning  reversal  of  fortune 
for  newspapers,  some  of  the 
biggest  retailers  in  the 
nation  have  taken  to 
selling  advertising  and 
featuring  editorial 
content  on  their  busy 
and  heavily  promoted 
online  shopping  sites. 


ONLINE 

ADVERTISING 

^  ^  ♦ 


E-MAIL 

YOUR  ADS 


Ad  Supercharger 

AdSupercharger.com 

sales@greensfiootinedia.com 

256-275-4333 


By  transforming  themselves  into 
publishers,  the  folks  who  formerly 
depended  on  newspapers  to  reach 
prospective  customers  are  building 
direct,  powerful,  and  sustainable  con¬ 
nections  with  consumers  in  a  strategj' 
that  is  bound  to  reduce  demand  for 
traditional  advertising. 

Unless  newspapers  angle  their  w'ay 
back  into  the  mix,  it  is  hard  to  see 
how  they  can  stop  the  slide  in  adver¬ 
tising  that  brought  industry'  revenues 
to  some  $24  billion  in  2011  from 
$49.4  billion  in  2005.  The  total  rev¬ 
enue  production  for  newspapers  last 
year,  by  the  way,  amounted  to  less 
than  two-thirds  of  Google’s  $37-9  bil¬ 
lion  in  sales. 

The  revenue  associated  with  selling 
advertising  on  commerce  sites  is  a 
succulent  attraction  for  a  growing 
number  of  merchants,  as  demonstrat¬ 
ed  by  Target.com,  one  of  the  pioneers 
of  the  trend. 

Whether  you  are  shopping  for 
w  atches,  gardening  shears,  or  socks, 
you  will  see  a  slug  of  Google-provided 
ads  on  almost  every'  interior  page  at 
Target.com.  The  ads,  amazingly,  tout 
not  only  the  w'ares  of  competing 
online  merchants  but  also  those  of 
such  bricks-and-mortar  rivals  as 
Pottery'  Barn  and  Sears.  While  most 


of  the  ads  on  the  Target  site  are 
related  to  the  merchandise  on  the 
page,  the  page  views  clearly  are  for 
sale  to  the  highest  bidder.  Ads  for 
tax  preparation  services,  for  exam¬ 
ple,  w'ere  popping  up  all  over  the 
site  as  the  April  15  deadline  closed 
in. 

Industry’  sources  report  that  a  site 
such  as  Target.com  is  capable  of 
generating  many  tens  of  millions  of 
dollars  in  ad  revenue  in  a  year. 
Eyeing  this  potential  new  revenue 
stream,  competing  online  retailers 
are  hiring  ad  experts  to  monetize 
the  white  space  around  the  mer¬ 
chandise.  Retail  analysts  say  it  is 
only  a  matter  of  time  until  this 
strategy  is  widespread,  if  not  com¬ 
monplace. 

Sites  such  as  Walmart.com  and 
Safeway.com  are  not  only  selling  ads 
but  also  investing  in  editorial  con¬ 
tent  to  encourage  shoppers  to  buy 
more  stuff  —  and  to  motivate  them 
to  return. 

Walmart  helpfully  provides  advice 
for  all  the  major  life  cycles:  how  to 
plan  a  Barhie-themed  birthday 
party',  how'  to  get  along  with  your 
college  roommate,  and  how'  nutri¬ 
tional  supplements  can  ease  the 
creak  in  aging  knees.  Walmart 


20  EI>ITORrk  PL’Bt.tSHER  MARCH  2012 


www.editorandpublisher.com 


recently  appointed  the  former  head  of 
CBS  Interactive  to  helm  its  digital 
commerce  operations,  suggesting  that 
an  e\'en  greater  emphasis  on  content 
may  be  right  around  the  corner. 

Safeway  publishes  an  extensive  col¬ 
lection  of  recipes  that  you  can  sort  by 
ethnicity  of  cuisine,  cook  time,  the 
size  of  the  group  you  want  to  serv  e, 
and  the  difficultv’  of  preparation.  The 
site  encourages  users  to  review  and 
comment  on  each  recipe,  the  better  to 
build  community  and  repeat  traffic. 
There’s  not  much  advertising  adjacent 
to  the  content  —  yet  —  but  it’s  not 
hard  to  see  how  that  could  change. 

Like  lots  of  other  merchants, 
Meijer.com,  a  Midwest  retail  chain, 
posts  all  of  its  newspaper  ad  inserts 
on  its  website,  comprehensively 
indexing  items  by  brand  and  category'. 
In  addition  to  carrying  the  usual  bar¬ 
gains  and  coupons,  however,  the  vita¬ 
min  insert  published  in  December 
contained  full-page  articles  on  the 
health  benefits  of  fish  oil  and  the  use¬ 
fulness  of  melatonin  as  a  sleep  aid. 

Venturing  well  beyond  selling 


refrigerators  and  televisions, 
BestBuy.com  has  created  a  members- 
only  online  mall  it  calls  the  Rewards 
Zone,  which  features  products  from 
more  than  400  brands  ranging  from 
Saks  Fifth  Avenue  to  iTunes  to 
Budget  Rent-a-Car.  Members  receive 
frequent-buyer  points  for  anything 
they  buy  at  the  portal,  but  the  points 
can  only  be  redeemed  at  —  you 
guessed  it  —  Best  Buy.  The  program 
has  three  major  benefits  for  the  retail¬ 
er:  First,  it  generates  some  extra  cash 
through  commissions  paid  by  the 
affiliate  merchants.  Second,  it  builds 
customer  loyalty  for  Best  Buy.  But  the 
best  part  is  that  it  will  provide  the 
company  with  comprehensive  infor¬ 
mation  about  the  buying  habits  of 
each  and  every  registered  user. 

In  other  words.  Best  Buy  is  pursu¬ 
ing  the  Holy  Grail  of  digital  market¬ 
ing:  detailed  and  actionable  informa¬ 
tion  about  individuals,  including  who 
they  are,  where  they  are,  what  they 
have  bought  in  the  past  and  what 
they  might  buy  ne.xt. 

The  chief  way  newspapers  can 


remain  relevant  to  marketers  in  the 
future  is  by  developing  the  same  kind 
of  information  for  as  many  individu¬ 
als  as  possible  in  the  communities 
they  serve.  To  do  this  successfully, 
they  will  have  to  track  customers  not 
only  on  newspaper-owned  media,  but 
also  across  the  widest  possible  num¬ 
ber  of  digital  venues  in  the  market. 

Publishers  who  invest  in  this  strate¬ 
gy  will  have  a  path  forward,  as  adver¬ 
tisers  increasingly  de-emphasize  the 
classic  print  and  broadcast  media  in 
favor  of  efficiently  targeted  digital 
marketing. 

Advertisers  clearly  have  begun  mov¬ 
ing  on.  Publishers  need  to  catch  up.  i 


Alan  D.  Mutter  is  a 
•former  newspaper 
editor  who  became  a 
Silicon  Valley  CEO  and 
now  consults  for  the 
media  industry.  He 
blogs  at  Reflections 
of  a  Newsosaur 
(newsosaur.bIogspot.com). 
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NEW  YORK  TIMES  CO. 

HAS  SOLD  ITS 

REGIONAL  MEDIA  GROUP 

14  daily  newspapers,  2  weeklies 
and  affiliated  publications  and  websites 
433,250  daily  circulation 


TO 

HALIFAX  MEDIA  HOLDINGS 

We  are  pleased  to  have  represented  Halifax  Media  Holdings 
in  this  transaction 


Dirks,  Van  Essen  Murray 

SaiitD.le.  NVl  !:  VHS.KJtt.rWt  1;  =l|S,Xift.2<Hltl 
w  wD.tiit  kM  auti'.cii.fom 


Cash,  earnout,  creative  financing,  etc. 

We  prefer  to  keep  existing  management. 

New  revenue  opportunities;  Higher  print  quality  and  new  products 
-  web,  smartphone  apps,  daily  email  editions,  etc. 

Cost  savings;  Ad  production,  layout,  web  updates,  video,  sales 
management,  call  routing,  financials  and  back  office  functions 
centralized  in  our  low-cost  country  office. 

Successes:  Henderson  Press  (NV),  replaced  closed  newspaper.  The 
Valley  Chronicle  (Hemet,  CA),  acquired  days  before  closing. 

U.S.,  Canada,  U.K.,  Ireland,  Australia  and  New  Zealand 

■  Eric  Buskirk,  CEO/Founder 
+1  (415)  296-7300  xl03 
ebuskirk@verican.com 
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Comic 


Paving  the  Road  to 
Self-Syndication 


Some  creators  have  found  success  by  going  it  alone 

BY  ROB  TORNOE 

It’s  a  widely  held  assumption  that  if  you’re  a  columnist 
or  a  cartoonist,  and  you  want  to  make  a  living  selling 
your  work,  you’d  better  team  up  with  a  syndicate. 
Despite  tremendous  hurdles,  there  are  several  creators 
who  have  bucked  the  trend  and  managed  to  create  a  career 


self-sjTidicating  their  work  to  news¬ 
papers  across  the  countrj"  and,  in 
some  cases,  the  world. 

One  can't  speak  of  self-svTidication 
without  mentioning  “Tundra,”  the 
little  comic  strip  that  could,  created 
by  Alaskan  cartoonist  Chad 
Carpenter.  He  took  his  desire  to 
draw'  cartoons,  which  he  view'ed  at 
the  time  as  a  w'ay  to  avoid  real  w'ork, 
and  grew'  it  into  a  w'orldwide  phe¬ 
nomenon.  “Tundra”  just  reached  a 


benchmark  set  by  only  the  most  suc¬ 
cessful  comic  strips;  It  now  appears 
in  more  than  500  newspapers.  On 
any  given  day,  readers  see  “Tundra” 
in  large  newspapers  such  as  the  Los 
Angeles  Times  and  The  Denver  Post, 
small  papers  such  as  The  (Longview, 
Wash.)  Daily  News,  and  even  world¬ 
wide  in  publications  such  as  German 
paper  Giessener  Allgemeine. 

“I  never  imagined  ‘Tundra’  would 
have  spread  this  far,”  Carpenter 


recounted  from  his  Alaska  studio. 

“I  remember  thinking  when  I  break 
the  100  barrier  I’d  be  satisfied  — 
then  200,  250,  300,  and  so  on.  I’ve 
come  to  realize  newspapers  are  like 
potato  chips;  it’s  hard  to  stop  once 
you  start.” 

Carpenter  credits  the  strip’s  suc¬ 
cess  to  its  focus  on  hunting,  fishing, 
and  the  great  outdoors.  “It’s  got 
something  for  everyone’s  inner-child, 
inner-woodsman,  inner-redneck, 
inner-greenie,  you  name  it.  No  politi¬ 
cal  statements,  just  plain  silliness.” 

Carpenter  was  in  seven  newspa¬ 
pers,  mostly  in  Alaska,  back  in  2003 
when  he  partnered  with  Bill  Kellogg, 
a  longtime  friend  who  w'orked  for  an 
Alaskan  computer  company  that 
w'anted  to  make  “Tundra”  mousepa- 
ds.  A  $10,000  investment  later, 
Kellogg  was  traveling  around  the 
continental  U.S.  pitching  the  strip  to 
newspapers  and  finding  a  good 
amount  of  success.  By  2006, 
“Tundra”  was  featured  in  more  than 
75  newspapers,  well  on  its  way  to 
becoming  one  of  self-syndication’s 
greatest  success  stories. 

“As  a  sales  guy,  you  ahvays  use 
what  you  can  to  make  the  sale,” 
Kellogg  said.  “But  when  comic  polls 
come  up  and  ‘Tundra’  rises  to  the  top 
of  nearly  everj'  one,  it  means  a  w'hole 
lot  more  to  editors  than  anything  I 
can  sell.” 

Another  successful  cartoonist  w'ho 
self-syndicates  his  work  avoids  the 
funny  pages  entirely  and  aims  for  the 
opinion  page.  Joe  Heller,  staff  car¬ 
toonist  for  the  Green  Bay  Press- 
Gazette,  has  been  self-syndicating  his 
unique  brand  of  political  humor  for 
30  years  from  his  comfy  home  in 
Wisconsin. 

“Right  now',  it’s  immensely  easier 
than  before  the  Internet.  I  used  to 
have  to  go  to  the  printer  and  stuff 
envelopes,  which  was  very  time  con¬ 
suming,”  Heller  said.  “Now  it’s  all 
digital,  websites,  and  my  cartoons 
can  get  in  the  newspapers  almost 
instantly.” 

Heller  started  his  self-syndication 
business  by  selling  his  work  to  local 
!  Wisconsin  papers.  Later,  he 
i  branched  out  to  other  states,  slowly 
j  growing  along  the  way  as  newspa- 
j  per  editors  began  to  recognize  his 
work,  which  is  handy  when  it 
comes  to  sales. 
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“What  I  do  is  I  find  a  newspaper 
that  runs  me;  let’s  say  the  Denver 
Post.  Then  I  go  out  to  the  papers 
nearby  and  carpet  bomb  around,” 
Heller  said.  “Editors  love  being  in 
contact  with  the  cartoonist,  and  the 


connection  to  the  editor  is  key.” 

In  addition  to  drawing  political 
cartoons  about  national  subjects, 
Heller  includes  cartoons  about  local 
Wisconsin  news  items.  During  some 
events,  such  as  recent  issues  between 


labor  unions  and  Wisconsin  Gov. 

Scott  Walker,  Heller  can  offer  a 
unique  insight  not  found  in  other 
syndicated  cartoons. 

“I  draw  a  lot  of  Green  Bay  Packers 
cartoons  that  editors  seem  to  enjoy,” 
Heller  said.  “The  folks  on  Kodiak 
Island  (Alaska)  love  the  Packers  car¬ 
toons.  Must  really  be  nothing  to  do 
on  that  island.” 

If  trying  to  self-syndicate  cartoons 
to  newspapers  is  tough,  imagine 
how  difficult  it  would  be  to  compete 
with  all  the  various  columns  and 
features  traditional  syndicates  are 
able  to  offer. 

For  Jim  Miller,  his  self-syndication 
success  came  in  creating  “The  Savvy 
Senior,”  a  question-and-answer  con¬ 
sumer  column  geared  toward  readers 
in  their  early-to-mid-60s. 

Miller  is  an  accidental  columnist. 
Twelve  years  ago,  his  mother  was 
diagnosed  with  breast  cancer.  One 
night,  his  father  came  home  from  vis¬ 
iting  her  and  suffered  a  massive  heart 
attack.  Unfortunately,  the  cancer 
spread  and  eventually  took  his  mom’s 
life,  and  after  losing  both  parents. 
Miller  was  so  grief  stricken  he  took  a 
job  at  a  local  retirement  community. 

While  there,  he  started  a  little  col¬ 
umn  for  The  Norman  (Okla.) 
Transcript,  offering  tools  and  helpful 
advice  to  seniors,  and  got  a  big 
response.  So  big,  in  fact,  it  gave  him  the 
idea  to  self-symdicate,  and  400  newspa¬ 
pers  later.  Miller  is  still  at  it,  writing, 
reading,  responding,  and  selling. 

“I  get  between  50  and  150  questions 
a  week,  mostly  by  email,”  Miller  said 
of  the  column’s  following.  “It’s  user 
friendly,  and  I  usually  hit  topics  that 
are  very'  relevant  to  readers.” 

Miller  enjoys  success  with  a  good 
mix  of  large  papers,  such  as  the  Las 
Vegas  Review- Journal  and  The 
Oklahoman,  purchasing  his  column. 
But  the  bulk  of  his  customers  are 
small,  w'eekly  newspapers  that  don’t 
want  the  hassle  of  dealing  with  a 
major  syndicate. 

“The  key  is  to  keep  prices  low'; 
don’t  overcharge,”  Miller  said.  “At  $3 
to  $12  per  w'eek,  depending  on  the 
paper  size,  every  one  can  afford  it.”  s 

Rob  Tonioe  is  a  cartoonist  and  columnist 
for  Editor  &  Publisher.  He  can  be 
reached  at  rohtomoe(^ gmail.com. 
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BY  MARK  VRUNO 


Broadsheet,  Tabloid,  or  Inkjet 


It’s  All  About  the  Folds 


New  finishing-equipment  designs 
save  on  paper  costs,  as  visitors  to 
drupa  \vill  soon  see 

As  more  publishers  contem-  mizing  existing  legac\'  equipment  to 
plate  switching  newspaper  the  shorter  cutoffs.  It  also  maintains 
formats  from  broadsheet  flexibility  for  alternative  formats, 
to  compact,  single-wide,  allowing  seamless  transition  from 
press  vendor  Manugraph  DGM  says  standard  broadsheet,  tabloids,  and 
it  has  a  folding  solution  that  would  quarter-folded  products  to  new'  sec- 
allow  users  to  toggle  back  and  forth  tioned  tabloid  products.  The  folder 
between  trim  sizes.  Its  ST-40  add-on  includes  a  slit  and  angle-bar  section, 
empowers  existing  press  folders  to  positioned  90  degrees  to  the  dexice, 
produce  smaller,  sectioned  broad-  w'hich  folds  the  web  into  a  Berliner  or 
sheets  at  speeds  up  to  40,000  copies  compact-sized  product  (see  E&P 

per  hour  (cph)  —  and  save  paper  in  December  2011).  The  ST-40  also  can 

the  process.  produce  two  to  five  sections  with  vari- 

Show’cased  last  September  under  the  able  page  counts  in  all  sections. 
Newsprint  Paxilion  at  GRAPH  EXPO  Additionally,  the  DGM  ST-40 
in  Chicago,  the  ST-40  folder  produces  applies  to  the  entire  installed  base  of 
a  15-  to  18-inch-height  broadsheet  4x2,  2x2,  and  2x1  presses  and  doesn’t 

product  xxith  }4-inch  current  cutoff  require  a  plate  conx^ersion  on  2x1  or 

page  xxidth  (variable  height  and  vari-  2x2  configurations.  Production  speeds 
able  product  capability),  easily  opti-  are  substantially  increased,  as  tw'o- 


around  presses  can  run  straight  and 
produce  the  same  capacity’  as  running 
collectively.  Single-xvidth  users  can 
double  their  capacity-,  because  each 
ribhon  becomes  a  xx-eb  (txvo  ribbons 
per  xx  eb),  alloxxing  64  per  page  per 
four-section  broadsheet  xx'ith  no  nexv 
toxver  additions  required.  Manugraph 
DGM  xx'ill  exhibit  at  the  drupa  shoxv  in 
Diisseldorf  for  the  first  time  this  year. 

Also  at  May’s  fiber  trade  fair,  Sxxfiss 
manufacturer  Hunkeler  xxfll  feature 
its  POPP  (Printer  Online  Paper 
Processing)  technolog)'.  Designed  to 
finish  x'ariable,  print-on-demand 
tabloid  and  broadsheet  nexvspaper 
output  from  digital,  continuous-feed 
printing  systems,  the 
unxxind/cut/collate  solutions  are 
modular  and  can  be  used  either 
offline  or  inline.  Operating  at  maxi¬ 
mum  speeds  of  500  feet  per  minute 
(fpm)  xx’ith  up  to  a  26-inch  web 
xvidth,  the  concept  underl)'ing  the 
POPP  technologx'  allows  publishers 
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to  extend  their  content  reach  by 
enabling  the  geographically  inde¬ 
pendent  production  of  up-to-date 
newspapers.  In  Dayton,  N.J.,  for 
example,  an  AlphaGraphics  franchise 
is  digitally  printing  copies  of 
London’s  Daily  Mail  and  other  inter¬ 
national  newspapers  for  distribution 
partner  Newsworld  (see  July 
2011).  A  print-bind  combination  of  a 
Screen  Truepress  Jet  520  is  used 
together  with  the  turnkey  Hunkeler 
finishing  solution,  which  employs  a 
drum  collating  module  that  gathers 
the  duplex  printed  sheets  of  variable 
size,  such  as  broadsheet  or  tabloid. 
The  papers  leave  the  collating  mod¬ 
ule  as  an  electrostatic  fixed  stack. 
This  proprietary  approach  to  sheet 
assembly  w'orks  continuously,  with¬ 
out  printer  stop  regardless  of  the 
number  of  sheets  to  be  collated. 

First  introduced  in  late  2008,  this 
solution  offers  publishers  the  oppor¬ 
tunity  to  produce  as  few  or  as  many 
newspapers,  with  as  few  or  as  many 
pages  as  locally  pertinent,  anywhere 
in  the  world,  according  to  Hunkeler. 
From  any  location,  editors  can  modi¬ 
fy,  fine-tune,  and  revise  data  to  make 
it  completely  relevant  to  specific 
markets  before  transmitting  it  \ia 
the  Internet  to  the  printing  location. 
In  addition,  content  is  edited  and 
advertising  is  added  promptly,  even 
during  the  printing  process,  thanks 
to  the  digital  print  system’s  djmamic 
layout  capabilities.  During  off-peak 
hours,  the  hybrid  system  can  be  used 
for  the  versatile  production  of 
brochures,  book  signatures,  or  mail¬ 
ings.  (There  is  an  optional  gluing 


device  for  dot  and  line  gluing  with 
up  to  four  glue  nozzles.) 

Digital  book 
crossover 

In  Diisseldorf,  Swiss  firm  Muller 
Martini  will  display  a  total  of  10 
machine  exhibits,  including  variable- 
size  web-offset  printing  presses, 
newspaper  mailroom  systems,  and 
digital  book  production  systems. 
Newspaper  printers  should  take  note 
of  such  diverse  product  applications, 
said  consultant  Don  Piontek  of 
Finishing  Resources,  Inc.  Although 
wider  inkjet  web  presses  have  yet  to 
take  hold  in  new  spaper  production  as 
they  have  for  direct  mail  and  books, 
that  could  change  as  financial  pres¬ 
sures  lift  for  U.S.  new's  publishers. 

Canadian  supplier  Magnum  Digital 
Solutions  has  w'orked  closely  with 
Hewlett-Packard’s  Graphics 
Solutions  Business  to  develop  the 
Flex  Book  system,  which  bolts  onto 
the  T300  Inkjet  Web  Press.  Flex 
Book  provides  an  efficient  method 
for  producing  fused,  easy-to-handle 
book  blocks.  But  Piontek  said  that 
such  a  system  could  be  adapted  for 
newspapers,  “if  the  demand  is  there.” 

Using  cut-sheet  technolog>'.  Flex 
Book  produces  a  book  block  sans  the 
common  shingling  and  bottling 
problems  found  in  folding  technolo-  ■ 
gies  that  employ  signature  solutions. 
Blocks  can  be  fed  inline  to  a  binding 
system  or  offline.  Plus,  cut  sheets 
minimize  standard  trim  waste 
requirements.  Magnum  Flex  Book  is 
engineered  for  24/7  use  and  w^as 


designed  with  the  future  of  digital 
printing  in  mind.  It  is  capable  of  a 
web  width  up  to  43  inches  (up  to 
eight-ribbon  processing)  and  speeds 
up  to  800  fpm. 


Timsons,  in  the  U.K.,  is  developing 
similar  technolog>',  w'hich  it  calls  the 
T-Book  finishing  system,  while 
Kodak  and  Muller  Martini  have 
partnered  on  an  advanced  finishing 
solution  for  the  Prosper  5000XL 
inkjet  web  press. 

“Finishing  is  a  huge  conversation 
with  customers,”  said  Moisha  Clark, 
North  American  category  manager  of 
HP’s  high-speed  inkjet  web  press, 
which  is  why  a  consultative  approach  is 
best.  The  question,  he  said,  is  can  a 
dedicated  finishing  line  adapt  to  differ¬ 
ent  format  sizes  you  may  be  running? 

‘We  can  deliver  at  fidl  speed,  but  can 
said  [finishing]  manufacturer  accept  it? 
A  lot  can.  We  have  great  finishing  part¬ 
ners,”  Clark  told  MyPrintResource.com. 
But  again,  it  depends  on  what  kinds  of 
jobs  are  being  printed.  If  you  run  one 
format  frequently,  inlget  web  operators 
can  dial  up  the  speed  and  “run  the  doors 
off’  the  press,  he  said.  “It’s  not  just  about 
the  box.  It’s  the  end-to-end  solution.” 


manroland 
Web  Business 
Acquired 


After  selling  its  sheetfed  press  operations  to 
British  engineering  group  Langley  Holdings 
in  early  February,  bankrupt  manroland  pro¬ 
ceeded  to  sell  off  its  Augsburg  webfed  printirig 
systems  business  a  few  days  later  to  the  Possehl 
Group.  (Goss  Intl.’s  parent  company,  Shanghai 
Electric  Group,  had  been  interested  in  buying  all 
of  manroland.)  While  more  than  half  the  2,800 
jobs  at  the  Augsburg  site  have  been  lost,  the  new 
company  —  still  one  of  the  world’s  top  three 
manufacturers  of  newspaper  and  publication 
printing  systems  —  is  expected  to  generate 
annual  sales  of  €300  million  in  the  future. 

Possehl  has  proven  it  is  capable  of  turning 
around  companies  that  have  been  in  financial  dif¬ 
ficulties  and  managing  them  successfully  long 
term.  The  most  recent  example  is  Bbwe  Systec,  a 
manufacturer  of  envelope  inserting  systems  also 
based  in  Augsburg,  Germany.  Following  the 


takeover  by  Possehl  at  the  end  of  2010  and  the 
company's  realignment  in  line  with  niid-market 
principles,  Bowe  Systec  was  back  in  the  black 
just  one  year  after  filing  for  bankruptcy. 

Managed  by  the  holding  company  L.  Possehl  & 
Co.  mbH,  the  Possehl  Group  is  a  diversified  group 
that  currently  has  10  independently  operating 
divisions  organized  within  a  decentralized  struc¬ 
ture.  The  Possehl  Group  is  composed  of  L. 

Possehl  &  Co.  mbH  and  approximately  140  sub¬ 
sidiaries  in  more  than  30  countries.  According  to 
preliminary  figures,  the  Possehl  Group  generated 
sales  of  around  €2.5  billion  in  fiscal  year  201 1 
and  has  more  than  10,000  employees  worldwide. 

“At  drupa  2012  we  will  show  our  competence 
as  a  high-performance  business  partner  standing 
for  innovations,”  said  Peter  Kuisle,  who  is  respon¬ 
sible  for  sales  and  service  at  manroland  web  sys¬ 
tems  GmbH.  (Also  see  drupa,  p.27.) 
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The  Miami  Herald 


Che  ifiiaini  Hcralti 
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The  Miami  Herald 

Media  Co.  (MHMC) 
is  mo\ing  its  head¬ 
quarters  to  a  two-ston,’ 
building  in  nearby  Doral, 

Fla.,  and  wll  build  a  new 
printing  plant  on  tbe  prop- 
ert}’  it  is  bu\ing  next  door. 
President/publisher  Daxid 
Landsberg  told  employees 
to  Hew  tbe  relocation  as  a 
sign  of  hope  for  tbe  compa¬ 
ny’s  future.  Construction  is 
expected  to  begin  on  the 
new  plant  in  April,  and  the 
move  is  slated  to  be  com¬ 
pleted  by  late  May  2013,  the 
newspaper  reported. 

Three  of  the  Herald s  existing 
presses  will  be  refurbished  and 
relocated  to  the  119,000- 
square-foot  production  build¬ 
ing,  Landsberg  said.  Tbe  three- 
story,  119,000-square-foot  pro¬ 
duction  facility  will  be  built 
using  prefabricated  panels.  Tbe 
Herald  plans  to  begin  installing 
tbe  presses  in  December.  “It’s 
really  tight  to  do  what  we  want 
to  do,  but  it’s  really  doable,” 
said  Craig  Woischwill,  senior 
vice  president  of  circulation 
and  operations. 

The  new  plant  is  expected  to 
allow  the  Herald  to  improv  e  its 
printing  quality  and  approxi¬ 
mately  double  the  number  of 
color  pages.  In  addition  to  Tbe 


Miami  Herald  and  El  Nuevo 
Herald,  MHMC  prints  and  dis¬ 
tributes  The  Wall  Street 
Journal,  New  York  Daily  News, 
New  York  Post,  and  El  Pais, 
among  other  publications. 

The  new  offices  will  allow  the 
company  to  create  a  newsroom 
for  the  digital  age,  said  Miami 
Herald  executive  editor 
Aminda  Marques  Gonzalez. 
"We’ll  be  able  to  build  a  mod¬ 
ern  newsroom  around  a  central 
hub  that  truly  integrates  our 
multimedia  operations,  includ¬ 
ing  our  print,  website,  radio, 
video,  mobile  news,  and  tablet 
platforms,”  she  said.  “We’ve 
been  visiting  and  studying 
other  newsrooms  to  incorpo¬ 
rate  the  best  ideas  around  the 
country  into  our  new  space.” 


Centennial  Celebration 

manroland  customer  El  Colombiano —  the  coir 
pany’s  first  in  Colombia  —  is  marking  its  tod- 
business  anniversary  by  adopting  a  new  desic 
with  a  European  format  that  offers  readers  more  con¬ 
venience  with 
perks  such  as 
color,  images, 
multimedia, 
and  immer¬ 
sion  experien¬ 
ces  in  its  con¬ 
tents.  Last 
January,  El 
Colombiano 
also  began 
using  the 

manroland  Uniset  75  printing  press,  which  at  45 
meters  in  length  and  1 1  meters  in  height  is  capable  g 
printing  more  issues  in  a  fraction  of  the  time.  The  put 
lisher  edits  two  daily  newspapers  and  one  weekly  for 
the  city  of  Medellin  and  the  surrounding  area. 

These  newspapers  contain  a  wide  range  of  maga¬ 
zines  and  supplements.  The  constraints  in  formats  an. 
color  with  the  existing  press  equipment  led  to  cus¬ 
tomers  virtually  insisting  that  the  printing  plant  be 
modernized.  "We  decided  in  favor  of  the  manroland 
Uniset  with  a  web  width  of  1 270  mm  because  it  mee: 
all  our  requirements  concerning  quality  and  productiv 
ty,”  said  managing  director  Luis  Miguel  de  Bedout. 

Three  major  objectives  lay  behind  this  decision,  the 
firm  said:  1)  Product  format  flexibility,  which  makes  it 
possible  to  produce  different  formats  of  broadsheet 
and  tabloid  publications  as  well  as  magazines;  2)  The" 
highest  four-color  quality  and  a  more  modern  and 
attractive  design  for  readers;  and  3)  The  ability  to  offe 
contract  printing  to  other  publishers  and  enter  into 
commercial  printing  to  improve  press  utilization  and 
profitability. 


More  Color,  Subcontracting 


eijing-based  newspaper  publisher  Guangming  Daily  has 
ordered  a  new  Goss  Universal  press  to  increase  color 
capacity  and  to  pursue  more  subcontract  printing  in  the  . 
Chinese  market.  The  new  single-width,  double-circumfer¬ 
ence  (2x2)  press  will  mainly  be  used  to  print  the  150,000  copies 
a  day  of  the  Guangming  Daily  and  250,000  copies  a  day  of  the 
tabloid  Xin  Jin  Ban. 

“It  is  ...  imperative  that  we  meet  the  demands  of  our  readers 
by  employing  technology  of  the  highest  print  quality  to  match 
our  impactful  journalism,”  said  Zhao  Ping,  deputy  general  secre¬ 
tary  and  factory  director  at  Guangming  Daily.  “We  look  forward 
to  a  new  level  of  technology  and  productivity  with  the  installa¬ 
tion  of  the  Goss  Universal  press  in  the  first  half  of  2012.”  The 
new  press  is  to  include  three  four-high  printing  towers,  three 


reelstands,  and  two  2:3:3:  jaw  folders.  Tbe  system  also  will 
include  closed-loop  color  registration  controls,  an  ink  leveling 
system,  blanket  washers,  two  counter  stackers,  and  an  in-line 
stitcher.  Rated  at  a  maximum  of  80,000  cph,  the  press  will  gen¬ 
erate  higher  productivity  and  more  color  pages  for  the  national 
daily  central  government  newspaper. 

Launched  in  1949  by  the  China  Democratic  League,  the 
Chinese  language  Guangming  Da//y  considers  itself  a  newspa¬ 
per  for  intellectuals.  The  paper  also  is  printed  in  the  cities  of 
Shenyang,  Shanghai,  Wuhan,  Guangzhou,  Xi’an,  Lanzhou, 
Chengdu,  and  Kunming.  With  correspondents  residing  in  many 
countries  worldwide,  it  has  a  large  global  circulation.  As  well  a 
printing  Guangming  Daily,  the  publishing  group  publishes  three 
other  newspapers,  four  periodicals  and  a  website. 


26  KI)ITUK& PL'BI.ISHKK  MARCH  2012 


www.editorandpublisher.com 


Graphics  of  the 
Americas 

From  March  l-,‘3  in  Miami,  Goss  Inti,  presented  its 
latest  web-offset  press  technologies  suited  to  the 
American  markets.  Its  l,2(){)-.square-foot  booth 
highlighted  the  enabling  technologies  and  press  models 
that  are  fundamental  to  its  leadership  position  in  North 
and  Latin  American  newspaper,  semi-commercial,  and 
commercial  sectors.  These  include  Goss  M-50(),  M-600, 


and  Sunday  commercial  pres.ses  as  well  as  Community 
SSC,  Magnum,  Universal,  and  Uniliner  new.spa{X'r  presses, 
and  Pacesetter  saddlestitchers. 

.As  part  of  the  Goss  e.xhibit,  there  also  was  updated  infor¬ 
mation  and  technical  details  on  Akiyama  sheetfed  presses 
and  some  of  the  company's  newest  product  offerings  for 
worldwide  markets.  These  include  a  new  compact  newspa¬ 
per  press,  the  Colorliner  CPS.  and  the  Sunday  Vpak  \  ari- 
able  repeat  packaging  press  models,  as  well  as  new  high¬ 
speed  single-wide  newspaper  press  developments.  s 


UPCOMIN 
EVENTS 


Two  Months  Until  drupa 

Viewing  the  quadrennial  trade  show  in  Germany  as  a  vital 
international  event  for  printers,  publishers  and  technology, 

Goss  Inti,  is  investing  in  a  major  presence  at  drupa  2012.  The 
Colorliner  CPS  compact-tower  press  and  96-page  Sunday 
5000  press  will  be  among  the  featured  Goss  systems  that 
offer  new  performance  capabilities  for  current  and  emerging 
requirements. 

“drupa  is  the  one  place  where  suppliers  can  showcase  new 
technology  for  a  worldwide  audience  and  where  printers  and 
publishers  can  evaluate  a  globally  diverse  range  of  solutions.” 
said  Goss  Inti,  president  and  chief  executive  officer  Jochen 
Meissner.  “Regional  shows  and  events  remain  important,  but 
having  this  truly  international  show  is  vital  for  our  industry.” 

Goss  will  occupy  a  19,590-square-foot  booth  in  Hall  17  to 
present  commercial  and  newspaper  printing  and  finishing  sys¬ 
tems  as  well  as  its  new  web  offset  presses  for  packaging.  The 
company  announced  full  details  of  its  drupa  201 2  exhibits  at  a 
pre-show  news  conference  in  Diisseldorf  Feb.  29, 

Meissner  projected  that  attendees  will  arrive  at  this  year’s 
drupa  show  questioning  conventional  definitions  of  which 
printing  processes  produce  which  products.  He  said  he 
expects  printers  and  publishers  to  be  particularly  interested  in 
pursuing  how  they  can  use  different  processes  —  or  combi¬ 
nations  of  processes  —  to  provide  their  customers  with  more 
powerful  and  cost-effective  printed  products.  “The  long-term 
value  and  effectiveness  of  print  are  not  in  question,  but  pres¬ 
sures  to  stay  competitive  and  profitable  are  intensifying  in 
every  sector,"  Meissner  said.  “By  collaborating  with  a  strong, 
visionary  supplier  and  by  replacing  outdated  equipment  with 
advanced  web-offset  solutions,  printers  can  address  those 
pressures  and  take  significant  cost,  time,  and  inefficiency  out 
of  their  workflows,” 

drupa  2012 

May  3-16 

Diisseldorf,  Germany 
drupa.com 


Technology  and  Operations  Conference 
America  East  Show 

More  than  600  attendees  —  some  1 50  of  them  production  executives  —  will  come 
to  see  nearly  90  exhibits  at  America  East,  the  annual  newspaper  technology  aiid 
operations  conference  co-sponsored  by  E&P lh\s  month,  in  Pennsylvania,  In  the 
keynote  presentation,  “Innovation  Among  Legacy  and  Digital  Products.”  a  panel  trio 
of  Mark  Aldam,  president  of  Hearst  tJewspapers;  Dave  Carlson,  executive  director  of 
the  University  of  Florida’s  Center  tor  Media  Innovation  &  Research:  and  Steve 
Yelvington  of  Morris  Publishing  Co.  share  their  insights  on  innovation,  sharp  thinking, 
and  swift  action  —  in  print  and  online.  On  March  1 3,  Dave  Preisser,  operations  vice 
president  at  Enquirer  Media,  identifies  what  you  need  to  consider  when  contemplat¬ 
ing  a  move  to  a  three-around  press  or  other  new  printed  formats.  Awards  for  the 
“Print  Quality  Contest”  will  be  given  during  a  special  March  14  breakfast. 


America  East 

March  12-14 
Hershey,  Pa. 


media  chai^ge 

N«w*pap«r  Association  of  AiiMrica* 

NAA  mediaXchange  2012 

One  breakout  session  at  mediaXchange  next  month,  titled  “Print  Innovation,”  con¬ 
tends  that  newspaper  innovation  is  not  only  happening  in  the  digital  space. 

Examples  of  newspapers  applying  new  thinking  to  engage  readers  and  advertisers 
with  core  and  new  print  products  will  be  highlighted  by  Lana  Champion,  sales  vice 
president  at  the  Florida  Times-Uniorr,  Mark  Cohen,  chief  operating  officer  at  Pioneer 
Newspapers;  Mike  Martoccia,  advertising  sales  and  marketing  manager  at  the 
Charlotte  Observer,  and  Philip  Pikelny,  vice  president/digital  and  chief  marketing 
officer  at  Dispatch  Printing  Co, 


NAA  mediaXchange 

April  2-5 
Washington,  D.C. 
mediaxchange.naa.org 
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Many  newspapers 
are  diving  into 
the  app  business, 
releasing  versions 
for  iPhone  and 
iPad,  Android,  Kindle  and/or 
Blacl^erry.  Some  publishers  are 
taking  a  wait-and-see  approach, 
while  others  want  to  get  the 
product  out  the  door  as  soon  as 
possible.  Some  have  in-house 
programming  teams,  while  others 
are  opting  for  third-part}^  vendors. 
Some  are  focusing  on  PDF  replicas, 
while  others  are  zoning  in  on 
breaking  news  updates.  And  some 
have  a  combination  of  the  two. 

The  bottom  line  is,  when  weighing 
whether  to  launch  apps  —  or  which 
ones  to  release  —  each  newspaper 
market  is  different  and  needs 
specific  products  depending  on 
its  audience. 
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Cater  to  your  audience 

Tulsa  World,  a  family  owned  new's- 
paper  in  Tulsa,  Okla.,  unveiled  its 
first  app  —  for  iPhone  —  in  2010. 
Web  editor  Jason  Collington  said  the 
paper  now  has  apps  for  BlackBerrv', 
iPhone,  iPad,  Android,  and  Kindle. 

“We  have  a  veiy  tech-sa\’\’y  audi¬ 
ence.  WTien  (customers)  have  a  print 
subscription,  they  can  activate  their 
account  for  unlimited  digital  access. 
So,  they  are  able  to  not  only  read  the 
paper  during  the  day,  but  also  go  to 
their  iPad  or  iPhone  or  Android  or 
Kindle  throughout  the  rest  of  the  day 
and  get  updates  from  there.  We’ve 
had  a  lot  of  print  subscribers  who  are 
interested  in  our  digital  products,” 
Collington  said. 

In  April  2011,  the  Wor/d  launched 
a  paid  metered  model  on  its  w  ebsite 
and  allowed  readers  to  purchase  a 
subscription  for  all  digital  products 
e.xcept  Kindle.  The  paper  updates  its 
website  up  to  60  times  a  day.  Tulsa 
World  does  not  follow’  a  digital  first 
model.  The  paper’s  leadership 
believes  print  and  digital  go  hand-in- 
hand,  so  content  is  planned  through¬ 
out  the  day  according  to  a  sj-mbiotic 
model. 

“What  we  found  is,  ever}’  time  we 
put  our  content  on  a  new  platform, 
an  audience  was  created.  We  heard 
from  a  lot  of  our  subscribers  getting 


iPads  or  getting  Androids.  They  were 
calling  us,  wondering  when  we  were 
going  to  get  on  that  particular  plat¬ 
form,”  Collington  said.  “I  kept  all  the 
emails  and  phone  calls,  and  w'hen  we 
did  launch  on  those  products,  I 
turned  around  and  let  them  all  know, 
'hey,  we  are  now"  on  there;  thank  you 
for  the  suggestions  and  the  patience 
as  w'e  develop  them.’” 

In  2011,  Hears!  Newspapers 
released  iPad  apps  for  its  four  major 
metro  papers:  the  San  Francisco 
Chronicle,  Houston  Chronicle,  San 
Antonio  (Texas)  Express-News,  and 
Albany  (N.Y.)  Times  Union.  San 
Francisco  Chronicle  for  iPad  was  the 
first  of  the  four  to  launch,  and  that 
decision  had  evervthing  to  do  w’ith  its 
audience. 

“P’or  the  iPad  specifically,  we  start¬ 
ed  with  San  Francisco,  it  being  the 
biggest  market  that  w"e  had  and  also 
a  market  w'here  we  know  the  pene¬ 
tration  of  the  iPad  is  greater  than  in 
our  other  markets,  pretty  significant¬ 
ly,”  said  Karen  Brophy,  head  of  digi¬ 
tal  for  Hears!  Newspapers.  “We  did 


“What  we  found  is,  every 
time  we  put  our  content  on  a 
new  piatform,  an  audience 
was  created.  We  heard  from  a 
lot  of  our  subscribers  getting 
iPads  or  getting  Androids.”  w.i> 


m 


Jason  Collington 
editor  at  Tulsa  World 


research  on  how"  many  subscribers 
were  planning  to  get  iPads  or  already 
had  one.  When  w'e  got  the  numbers 
for  last  year,  it  was  12  percent  had 
(an  iPad)  and  about  13  percent  more 
were  planning  to  (purchase  an  iPad 
in  the  future).  So  w’e  had  this  number 
of  25  percent,  w"hich  w  as  a  good  tar¬ 
get  of  subscribers  or  people  on  our 
list  that  we  would  talk  to.” 

In  the  coming  year.  Hears!  plans  to 
revamp  all  of  its  w’ebsites  using 
responsive  Web  design,  which  will 
optimize  the  display  to  accommodate 
the  various  screen  sizes  of  mobile 
devices  (without  having  to  develop 
separate  sites  geared  tow^ard  different 
platforms). 

The  Boston  Globe,  owned  by  The 
New  York  Times  Co.,  began  reevalu¬ 
ating  its  website  audience  in  2010, 
and  it  found  that  there  were  two 
unique  audiences:  one  that  enjoyed 
traditional  reporting  and  opinion 
from  the  Globe,  and  another  that 
w"anted  to  know  what  there  is  to  do 
in  Boston,  along  with  sports  news. 

“We  broke  down  the  audience  into 
a  couple  of  different  segments  — 
those  that  really  stood  out  to  us.  The 
opportunity  that  w'e  acted  on  was  the 
idea  that  we  really  had  two  distinct 
audiences,  so  we  needed  products  to 
better  fit  their  needs,”  said  Jeff 
Moriarty,  vice  president  of  digital 
products  for  the  Globe.  “So,  the 
BostonGlobe.com  users  were  not  nec¬ 
essarily  satisfied  with  w'hat  they  were 
getting.  The  Globe  was  just  a  small 
part  of  Boston.com,  and  Boston.com 
users  —  a  lot  of  them  —  didn’t  know" 
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the  Globe  owned  Boston.com,  so  it 
didn’t  really  matter.” 

The  paper  launched  Boston.com  in 
1996  as  a  free,  ad-supported  website. 
In  September  2011, 

BostonGlobe.com  was  launched  as  a 
subscription  site.  It  was  created  using 
responsive  design,  with  Boston’s 
Filament  Group  providing  front-end 
development  lead,  and  the  rest  of  the 
work  done  by  in-house  Boston  Globe 
staffers. 

Regina  McCombs,  faculty  member 
for  multimedia  and  mobile  at  The 
Pointer  Institute,  said  she  has  dis¬ 
covered  that  most  newspapers  are 
doing  general  audience  research  but 
aren’t  doing  due  diligence  when  it 
comes  to  local  audience  research  and 
mobile.  There  are,  how^ever,  notable 
e.xceptions. 

For  example,  McCombs  said  The 
Orange  County  Register  in  California 
and  The  Columbus  Dispatch  in  Ohio 
have  successfully  looked  at  their  ana¬ 
lytics  and  determined  the  differences 
in  behaviors  between  smartphone 
and  tablet  audiences. 


Content  and 
design  choices 

Different  audiences  demand  different 
types  of  content.  Some  newspaper 
apps  provide  PDF  replicas  of  print 
newspapers,  others  provide  breaking 
news  updates,  and  still  others  use  a 
combination  of  both. 

“Wbat  we’re  seeing  on  mobile  is, 
obviously,  not  many  PDF  replicas 
because  they’re  pretty'  much  illegible 
on  most  mobile  phones.  There  are 
still  plenty  of  mobile  apps  that  are 
basically  RSS  feed-driven,  very  sim¬ 
ple  mobile  apps,  especially  at  the 
local  newspapers.  The  national  news¬ 
papers  are  doing  much  more  elabo¬ 
rate  mobile  work  than  that.  But  local. 


we’re  still  seeing  a  lot  of  that,”  said 
McCombs,  who  conducted  a  webinar 
in  November  on  five  newspapers  and 
their  mobile  audiences.  The  conclu¬ 
sion  w'as  that  three  of  the  papers 
used  PDF  replicas  either  alone  or 
along  with  other  features. 

“For  instance,  for  Columbus  (the 
Dispatch),  they  found  a  really  good 
reception  for  the  PDF.  They’re  mov¬ 
ing  toward  getting  something  else, 
but  they’re  in  no  hurry  because  they 
feel  like  their  audience  is  happy  with 
that,”  she  said.  “On  the  other  hand. 
The  Oklahoman  is  offering  both  an 
iPad  app  and  a  PDF  replica,  and  they 
said  nobody  is  choosing  the  replica. 
Almost  every'one  is  choosing  the 
actual  app.  So,  I  think  there  may  be 
some  audience  variation  there,  or  it 
may  be  just  how  you’re  reading  your 
audience.” 


Tulsa  World  ~ 


The  Tulsa  World  Android,  iPhone, 
and  Kindle  apps  provide  stories  from 
the  newspaper,  as  well  as  breaking 
news,  with  up  to  100  updates  daily. 
Only  the  iPad  app  provides  PDF 
replicas  of  the  print  paper.  All  of  the 
apps  also  allow'  users  to  read  com¬ 
ments. 

“We  have  a  very  vibrant  comment 
community.  We  get  about  1,700  com¬ 
ments  a  day.  People  not  only  read  the 
stories,  but  they  w'ant  to  read  the 
reactions  to  the  stories,”  Collington 
said. 

The  four  Hearst  daily  newspapers 
that  have  iPad  apps  use  the  same 
template  but  different  CSS,  fonts, 
and  graphics  for  each  market. 

“It  looks  pretty  much  the  same;  the 
layout  and  structure.  It  allow's  us  to 
do  that  once  —  we  don’t  have  to  do  it 


i 

for  four  different  people.  That’s  why 
we’re  trying  to  keep  them  all  on  the 
same  path.  It  just  makes  life  easier,” 
Brophy  said.  “But  on  the  content 
side,  (the  editors)  can  customize  it 
for  any  special  section  of  their  news¬ 
paper.  So,  San  Antonio  might  have  a 
rodeo  section  that  you  certainly 
wouldn’t  get  in  San  Francisco.  The 
way  that  it’s  built,  they  can  put  up  a 
section  anv'time  they  want.” 

Hearst ’s  newspapers  release  both 
morning  and  afternoon  iPad  editions, 
which  feature  updated  news  stories. 
They  also  include  several  app-only 
features  such  as  traffic,  weather,  and 
blogs.  Hearst’s  iPad  app  is  available 
in  Applets  New'sstand,  which  means 
updates  are  downloaded  automatical¬ 
ly  in  the  background  as  long  as  the 
user  is  near  a  Wi-Fi  connection.  The 
user  can  then  read  the  content  any¬ 
time,  with  or  without  Wi-Fi.  The  app 
also  includes  photos  both  from  the 
print  edition  and  photo  galleries 
from  SFGate.com,  360-degree 
panoramic  shots,  and  a  seven-day 
archive. 

“On  the  comments  side,  we  don’t  do 
comments  yet.  It’s  part  of  our  overall 
road  map.  It  would  be  different  com¬ 
ments  than  on  the  website,”  Brophy 
said. 

She  e.xplained  that  when  the  San 
Francisco  Chronicle  app  launched,  the 
biggest  complaint  she  got  from  users 
was  that  there  weren’t  any  comics. 

“We  were  working  on  comics  deals 
—  you  know  comics  are  not  inexpen¬ 
sive.  So,  we  were  working  on  ‘what 
does  it  cost,  what  would  it  look  like?’ 
Once  we  were  getting  through  those 
deals,  we  were  close.  But  we  didn’t 
want  to  wait  to  launch  the  app,” 

Brophy  said.  “The  first  update  that 
we  put  out  had  comics  in  it.  And 
then  other  things  that  were  asked  for 
we  also  factored  in.” 

Another  big  factor  in  the  Hearst 
apps  was  sports  stats,  which  are  con¬ 
tracted  out.  “It’s  significant  to  imple¬ 
ment,”  she  said.  “A  lot  of  vendors 
who  do  stats  for  sports,  don’t  do  iPad 
options  yet.  They  are  just  feeds.  For 
the  websites,  they  have  w’idgets  that 
you  can  just  throw  up  there,  and  it 
takes  five  minutes.  So,  it  takes  a  little 
bit  longer  for  things  like  that.” 
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In-house  or  third-party 
development? 

when  it  comes  to  figuring  out 
w  hether  you  should  sign  on  with  a 
third-party  developer,  it’s  important 
to  consider  cost  and  control. 

Tulsa  World  is  forward-thinking 
when  it  comes  to  technology  and 
because  of  that,  the  paper  already 
had  an  in-house  team  of  program¬ 
mers  at  its  disposal  when  it  was 
ready  to  begin  launching  apps. 

“Because  we  made  some  invest¬ 
ments  in  different  areas  earlier  than 
other  people,  we  were  able  to  take  on 
the  whole  app  idea  because  we  had 
an  in-house  crew  of  programmers. 
We  did  not  go  third-party.  We  did 
develop  the  iPhone  app  and  eveiy 
app  since  then  in-house,”  Collington 
said.  “We  invested  in  our  program¬ 
ming  department  back  in  2006- 
2007,  and  decided  to  .say,  ‘let’s  not 
have  relationships  with  third  parties; 
let’s  build  these  in-house  and  have 
more  control  o\er  them  and  have 
more  abiliW  to  customize  them  the 
way  we  want.’  Any  time  you  ask  a 
third  party  to  customize  something, 
there’s  a  lot  of  cost  involved.  After  a 
couple  of  those  relationships,  the 
president  and  publisher  decided  to 
say,  ‘hey,  why  don’t  we  bring  these 
guys  in-house  and  do  this  ourselves?’ 
1  think  it’s  one  of  the  be.st  decisions 
we  ever  made  in  the  company, 
because  we  are  able  to  control  it;  w'e 
are  able  to  test  it  better.  We  think 
that  w'e’re  able  to  produce  a  better 
app  and  better  content  because  of  it.” 

In  terms  of  staffing,  Tulsa  World 
has  one  app  developer  (whom  col¬ 
leagues  have  dubbed  iGeorge),  four 
designers,  eight  other  programmers, 
and  Collington,  the  Web  editor. 

According  to  Brophy,  Hearst 
Newspapers  has  15  to  20  people  who 
work  on  app  development.  However, 


that’s  not  the  only  thing  they  work  on 
all  day  long.  They  also  have  w'ebsite 
responsibilities. 

McCombs  said  that  newspapers 
have  much  more  control  if  their  own 
staff  members  develop  apps. 

“You  have  total  control  if  it’s  in- 
house.  So,  if  you  have  small  changes 
you  need  to  make,  if  there  are 
tw  eaks,  simple  things,  it’s  much  easi¬ 
er  to  do  those  kinds  of  things.  On  the 
other  hand,  you’ve  got  to  have  those 
skills  in-house,  and  getting  somebody 
who  may  have  the  ability  to  do  the 
higher-powered,  more  in-depth  work 
can  be  e.xpensive  too,  and  it’s  tough 
to  find  those  folks  w  ho  have  a  new's 
background,”  she  said,  emphasizing 
that  not  many  local  newspapers  have 
staff  members  who  focus  e.xclusively 
on  mobile. 

“There  are  not  many  places  that 
have  invested  in,  for  instance,  a 
mobile  staff,  where  they  are  actually 
publishing,  say  different  headlines,  or 
making  different  choices  about  con¬ 
tent,”  McCombs  said.  “I  know  a  few 
places.  I  don’t  know  any  at  the  local 
le\el,  except  they  might  have  one  per¬ 
son  who’s  doing  some  headline 
tweaks  or  some  small  tweaks  and 
things.” 

For  papers  that  don’t  have  the  lux- 
uiy  of  an  in-house  app  development 


team,  there’s  no  dearth  of  third-party 
contractors  to  help  get  your  mobile 
strateg\’  off  the  ground.  Elyse  Phillips 
is  marketing  director  of 
Appcelerator,  a  company  that  offers 
products  and  services  for  dev  eloping 
apps  across  multiple  platforms.  She 
said  most  publishers  start  small  with 
basic  apps,  then  add  more  features 
and  functionality  as  their  strategv’ 
progresses. 

“We  see  customers,  including 
new'spaper  publishers,  following  a 
‘mobile  maturity  model’  as  they  roll 
out  mobile  apps,”  Phillips  said.  • 
“Tvpically,  companies  enter  mobile 
with  a  ‘brochureware’  tvpe  applica¬ 
tion,  which  is  fairly  static.  Then  they 
add  more  features  that  allow  them  to 
interact  with  their  customers,  and 
ultimately  they  learn  how  to  transact 
with  customers.  This  follows  the 
same  model  that  we  saw  with  the 
Web,  but  it’s  moving  much  faster 
with  mobiles  because  we  all  learned  a 
lot  from  the  Web.” 

Even  with  a  third-party  developer, 
publishers  should  plan  on  having 
support  staff  in-house  to  maintain 
the  app  and  address  any  problems 
that  arise.  Appcelerator  touts  its 
Titanium  development  software  as  a 
convenience  to  publishers,  because  it 
utilizes  skills  that  most  Web  develop- 
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“The  more  devices  that  are  sold,  ^ —  — 

the  more  readers  publishers  can 
expect  to  be  in  front  of.  That  says 
to  us  it’s  a  growing  and  vibrant 
marketplace  with  great 
opportunities  for  pubiishers.” 


ers  already  know  —  JavaScript, 
HTML,  CSS  —  so  your  current  Web 
team  can  easily  keep  tabs  on  your 
mobile  app. 

“If  the  app  was  developed  using  ^ 
Titanium,  then  a  newspaper  can  ^ 
maintain  the  app  using  their  in- 
house  Web  team,”  Phillips  said. 
“Alternatively,  if  the  app  is  built 
using  the  native  SDKs  (software 
development  kits)  provided  by  Apple 
and  Google,  the  newspaper  will  need 
to  hire  developers  that  have  Objective 
C  (Apple)  or  Java  (Google)  skills, 
meaning  they  will  need  separate 
teams  for  mobile  development  and 
Web  development,  ratber  than  being 
able  to  use  their  Web  team  for  both.” 


Looking  into  the  app 
crystal  ball 

So,  w'hat  does  the  future  look  like  for 
apps  and  new^spapers? 

Collington  said  he  e.xpects  newspa¬ 
pers  to  produce  more  apps  focusing 
on  specific  niches.  “Some  people 
w'ant  access  to  this  or  that,  but  they 
want  to  go  straight  to  it.  It’s  been 
shown  people  aren’t  doing  a  lot  of 
search  on  mobile.—  they  are  going 
directly  to  an  app  that  does  one 
thing,  or  two,  or  three  things,”  he 
said.  “If  there’s  any  future,  I  think 
that  it’s  going  to  be  people  having 
one-touch  access  to  get  directly  to  a 
particular  niche  that  they  want  or  a 
particular  product  that  they  w  ant.” 

He  cited  sports  or  classifieds  as  pos¬ 
sible  examples. 

Hearst  Newspapers  is  already 
exploring  niche  apps  and  has  one  app 
that  solely  provides  coverage  of  the 
San  Francisco  Giants.  In  November 
2011,  The  New  York  Times  launched 
an  app  that  only  provides  fashion 
content. 

Newspapers  will  also  be  exploring 
the  best  w^ays  to  offer  advertising  for 


apps.  Tulsa  World  has  not  yet  includ¬ 
ed  ads  in  its  apps,  but  they  are  on  the 
horizon.  “With  this  upcoming  update 
on  the  iPhone  and  iPad  we  are  going 
to  be  introducing  ads.  We  have  done 
a  lot  of  trying  to  figure  out  the  best 
w'ay  to  do  it,”  Collington  said.  “W’e 
feel  like  w'e  have  a  way  that  should  be 
the  best  way  to  not  only  sell  ads  but 
also  display  them  on  the  device.  This 
next  update  is  going  to  include  ads, 
in  that  you  will  be  able  to  have  a 
small  teaser  ad  that  expands  to  the 
full  screen  on  both  the  iPad  and 
iPhone.” 

Hearst  has  included  ads  in  its  iPad 
apps  from  the  beginning. 

“We  have  a  sponsorship/share  of 
voice  model.  So,  w'e  have  four  adver¬ 
tisers,  three  national  and  one  local, 
and  they  had  a  special  in  the  begin¬ 
ning  that  the  advertisers  got  90  days 
of  share  of  voice,  a  quarter  of  the 
share  of  voice.  As  we  rolled  out  other 
markets,  a  few  of  the  nationals  seen 
in  other  markets  have^become  part  of 
the  launch.  And  then  other  markets 
have  also  brought  in  local  advertisers. 
So,  now'  that  w'e’re  passed  everv  one’s 
real  launch  fee,  we  still  do  a  share  of 
voice  model.  But  w'e  may  evolve  more 
into  impression-based.  It’s  early  yet 
to  say  that  the  audience  is  big  enough 
in  everj'  market  to  do  impression- 
based,”  Brophy  said. 

McCombs  said  she  thinks  that 
mobile  is  only  going  to  get  more  pop¬ 
ular,  and  that  newspaper  publishers 
need  to  be  ready.  “I  think  that  we 
have  to  be  aware  of  how'  much  traffic 
is  moving  to  rnobile,  and  that  we 
have  to  be  prepared  to  do  more  and 
more  of  our  delivery'  to  mobile 
devices,  and  to  be  thinking  about 
wbat  that’s  going  to  mean.  If,  in  real¬ 
ity,  by  2013  or  2014,  we  have  more 
mobile  traffic  than  Web  traffic,  then 
that’s  a  prettV'  big  switch,”  she  said. 


“A  lot  of  organizations  probably  real¬ 
ly  aren’t  thinking  about  w'hat  that’s 
going  to  mean,  if  mobile  devices  are 
actually  more  important  to  their 
news  delivery'  than  the  Web.” 

McCombs  added  that  the  newspa¬ 
per  industry'-in  general  has  taken  a 
w’ait-and-see  approach.  “We  (news¬ 
paper  companies)  did  that  on  the 
Web,  right?  A  lot  of  local  news 
organizations  got  there  and  then  sort 
of  waited  to  see,  ‘OK,  how  many  peo¬ 
ple  are  going  to  be  here?  What  is 
every  body  going  to  do?  What  are 
they  going  to  want?  We’ll  just  wait 
and  watch  and  see  what  the  other 
kids  are  doing  before  we  spend  a  lot 
of  money  on  this.’” 

Collin  Willardson,  director  of  digi¬ 
tal  marketing  for  PixelMags,  a  com¬ 
pany  that  creates  apps  for  publica¬ 
tions,  thinks  magazines  are  leading 
the  way  when  it  comes  to  apps 
because,  “they’re  utilizing  all  the  tools 
available  to  them  to  help  bring  tbeir 
publications  to  life.”  He  added  that 
many  magazines  offer  apps  with  bet¬ 
ter  engagement  tools,  such  as  social 
media-sharing  features,  YouTube 
v'ideos,  slide  shows,  and  Tw'itter 
feeds. 

Willardson  said  he  thinks  digital 
and  print  w'ill  go  hand-in-hand  in  the 
future.  “The  app  is  not  meant  to 
replace  print,  but  it's  supposed  to 
help  reach  the  market  that  print  can’t 
always  reach,”  he  said.  “The  more 
devices  that  are  sold,  the  more  read¬ 
ers  publishers  can  expect  to  be  in 
front  of.  That  says  to  us  it’s  a  growing 
and  vibrant  marketplace  with  great 
opportunities  for  publishers.”  @ 


Tim  Sohn  is  a  full-time  freelance 
writer  and  editor.  He  can  be  reached 
attimothvjsohn@gmail.com  or  on 
Twitter  @editortim. 
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This  year,  Editor  &  Publisher  once  again 

placed  an  open  call  for  readers  to  submit 
their  ideas,  projects,  and  new  ways  of 
thinking  that  are  helping  them  push 
through  the  difficult  economic  climate  and 
put  some  dollars  back  In  their  wallets,  and  once 
again  we  were  impressed  with  the  results. 


GiantstepforMa^ 


Bills  surprise 
34-3 


iTriblne' 


^THE 
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Publishers  from  across  the  countrv' 
and  around  the  globe,  at  papers 
large  and  small,  daily  and  weekly, 
and  even  online-only,  sent  in  their 
stories  about  what’s  working  for 
them.  What’s  clear  from  reading 
these  submissions  is  that  the  news¬ 
paper  market  is  highly  fractionalized 
—  what  works  for  one  paper  may  not 


work  for  another.  The  publications 
that  do  claim  success  are  the  ones 
that  are  in-tune  with  what  readers 
and  advertisers  in  their  community 
are  looking  for  in  a  newspaper. 

This  feature  is  not  a  top-10  list  of 
the  “best”  newspapers.  Rather,  it’s  a 
showcase  of  10  newspapers  that 
demonstrate  flexibility,  creativity. 


sound  judgment,  and  a  commitment 
to  high-quality  journalism  in  some 
unique  manner. 

Thank  you  to  everyone  who  sub¬ 
mitted  entries  —  it  was  worth  ha\ing 
my  email  crash  to  be  able  to  read  all 
of  your  good  work.  If  you’d  like  to 
share  your  stor\’,  email 
kristina@editorandpublisher.com. 
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[  h«^(uBk)Ocfaw  I  this  week 


The  Altoona  Mirror 

Altoona,  Pa. 

Daily  circulation:  32,217 

Over  the  past  five  years,  The  Altoona 
Mirror  has  broadened  its  revenue 
base  by  developing  an  event  market¬ 
ing  program.  General  manager  Ray 
Eckenrode  said  that  hosting  events 
was  a  natural  e.xtension  of  the  paper 
because  the  business  model  is 
remarkably  similar  to  selling  a  print 
product:  Provide  content  (sometimes 
free,  sometimes  requiring  a  fee  to 
access)  that  attracts  an  audience, 
then  sell  access  to  that  audience  to 
advertisers. 

“Event  marketing  offers  the  Mirror 
a  unique  way  to  bring  our  products 
to  life  and  connect  content  contribu¬ 
tors,  advertisers,  and  readers  in  a 
personal  way,”  Eckenrode  said. 

The  Mirror's  events  have  attracted 
some  big  names,  including  Ted 
Nugent  at  the  Alleghenies  Adventure 
Outdoor  Show  and  chef  Curtis  Stone 
at  the  Taste  of  the  Alleghenies  cooking 


event.  Eckenrode  said  that  these 
events  can  fetch  up  to  $125  for  premi¬ 
um  admission  tickets,  but  the  paper 
also  hosts  free  events  such  as  its 
Moms  E.\po,  which  also  supports  its 
Moms  glossy  magazine  and  website. 

“Doing  events  right  starts  with  a 
change  in  philosophy,”  Eckenrode 
said.  “These  are  not  ‘trade  shows,’ 
which  traditionally  are  done  with  lit¬ 
tle  profit  motive;  they  are  ‘events,’ 
which  require  big  thinking,  big 
attractions,  and  potentially  big  dol¬ 
lars.  All  Mirror  events  start  with  the 
idea  ‘think  big.’” 

While  revenue  generated  by  .the 
events  can  fluctuate  from  year  to 
year,  the  marketing  program  gener¬ 
ally  brings  in  profit  equal  to  one  or 
two  large  preprint  advertisers.  In 
order  for  newspapers  to  remain  suc¬ 
cessful  in  the  future,  Eckenrode  said 
there  needs  to  be  “a  collective  awak¬ 
ening  to  the  understanding  that 
w'e’re  not  selling  a  product  called  ‘a 
newspaper’  but  manufacturing  a 
product  called  ‘audience.’” 


Australian  chef  Curtis  Stone  had  the  crowd  swooning  at  the  Altoona  Thousands  lined  up  at  the  Altoona  Mirror’s  hunting  and  fishing  show, 
Mirror’s  2010  Taste  of  the  Alleghenies  food  show.  both  in  2007  and  again  in  2010,  to  meet  outdoors  legend  Ted  Nugent 


► 


Honorable  Mentions 


► 


Arkansas  Times 

Little  Rock,  Ark. 


We  received  hundreds  of  ideas  and  submissions 
for  this  year’s  “10  Newspapers  That  Do  It  Right,’’ 
and  narrowing  the  field  to  just  10  winners  was 
challenging.  Here  are  some  papers  that  didn’t 
quite  make  the  cut  this  time  but  deserve  recogni¬ 
tion  for  their  achievements  just  the  same. 
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When  Alaska  Newspapers,  Inc. 
announced  in  August  2011  that  it 
would  shutter  six  of  its  regional 
papers,  including  the  Cordova 
Times,  several  former  employees 
banded  together  to  purchase  and 
relaunch  the  Times  with  a  bold  new 
design  and  full  color.  In  order  to 
secure- the  new  business,  the  Times 
asked  advertisers  to  become  part- 
ners  in  the  relaunch  by  committing 
to  a  full  year  of  advertising. 


Recognizing  that  the  success  of  its 
newspaper  business  is  directly  related 
to  the  success  of  its  advertisers,  par¬ 
ent  company  Capital  Newspapers  has 
taken  a  proactive  role  in  the  Madison 
community  by  hosting  seminars  and 
other  instructional  sessions  for  local 
businesses  on  topics  ranging  from 
social  media  to  marketing. 


In  an  innovative  content  partnership, 
the  Times  Free  Press  teamed  up  with 
local  health  care  center  Memorial 
Hospital  to  livestream  an  open  heart 
surgery  on  TimesFreePress.com.  The 
streamed  event,  titled  “Life  in  the  OR: 
Restoring  Marjorie’s  Heart,’’  showed  the 
incredible  process  from  start  to  finish 
and  resulted  in  a  big  boost  in  page 
views  for  the  paper’s  site. 


LEDGER  DISPATCH^ 


DISPATCH 
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Capital  Times  / 

Chattanooga  Times  Free  Press 

^  Cordova  Times 

Madison,  Wis.  / 

Chattanooga,  Tenn. 

Cordova,  Alaska 

The  site,  MyACHome.com,  is  a 
community-based,  interactive  media 
platform  that  mixes  traditional  news 
stories  with  user-generated  content, 
chat  groups,  blogs,  photo  galleries, 
events,  webcams,  daily  deals,  busi¬ 
ness  listings,  and  a  chat  feature 
called  the  Buzz  Board.  The  mo.st  pop¬ 
ular  items  on  the  netw  ork  are  then 
integrated  into  the  weekly  edition 
printed  every  Friday. 

“Think  of  it  as  taking  Facebook, 
Twitter,  Groupon,  and  eBay  and 
going  from  online  directly  to  print, 
instead  of  the  other  way  around," 
said  publisher  Jack  Mitchell. 

“Instead  of  going  from  print  to  Web, 
weVe  altered  the  model  to  allow 


A  self-defense  demonstration  is  part  of 
the  daylong  activities  at  the  Altoona 
Mirror  Health  &  Wellness  Show. 


Altoona  Mirror  marketing  manager  Amy 
Hanna,  the  muscle  behind  the  newspaper’s 
yearlong  schedule  of  events,  pauses  during 
the  recent  Mirror  Moms  Expo  for  some 
quality  time  with  Diesel  Dog,  one  of  the 
mascots  of  the  Altoona  Curve  minor  league 
baseball  team. 


Woman  steals  Jackson  PD  patrol  car,  mfm  ‘  ' 
leads  officers  on  15-mile  pursuit 


Amador  Ledger  Dispatch 

Amador  County,  Calif. 

Weekly  circulation:  6,000 


While  other  publishers  have  been 
scrambling  to  spread  their  content 
across  numerous  social  media  sites 
and  grow'  their  numbers  of  likers,  fol¬ 
lowers,  and  plus-oners,  the  Amador 
Ledger  Dispatch  decided  to  build  its 
ow  n  social  network  to  keep  readers 
on  its  own  site. 


The  staff  at  the  Amador  Ledger  Dispatch  in 
front  of  their  offices.  Pictured  from  left  to 
right:  Stef  Tofanelli  (classified  account 
executive),  Jerry  Budrick  (editor),  Patty 
Claveran  (advertising  account  executive), 
Beth  Barnard  (advertising  director), 

Conni  Boyd  (interactive  media  assistant). 
Jack  Mitchell  (publisher),  Lynn  Amo 
(administrative  assistant),  Tami  Tran 
(CEO  of  TotalPaas),  Sarah  Tullus  (graphic 
artist/production  manager),  Claudia  Lamar 
(lifestyles  editor)  and  of  course  the  icon 
Mac  A.  Bee,  the  star  of  MyACHome.com. 
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ON  THE  TRAIL  IN  N.H. 


Boston  Herald 

Boston 

Daily  circulation:  120,000 


Tami  Tram,  CEO  of  TotalPaas,  and  Amador  Ledger  Dispatch  publisher  Jack  Mitchell. 


users  to  post  news  and  items  that  are 
important  to  them  online,  and  we 
utilize  those  posts  to  go  to  print.” 

In  the  largely  rural  market  of 
Amador  and  neighboring  Calaveras 
counties,  the  network  solves  a  basic 
problem  of  how  users  and  advertisers 
can  better  find  each  other.  The  model 
is  now  being  implemented  at  sister 
publications  throughout  California. 

“We’re  offering  a  way  for  both 
readers  and  business  owners  to 
actively  participate  and  interact  with 
each  other  and  with  the  inner  work¬ 


ings  of  a  traditional  new  spaper,” 
Mitchell  said.  “By  putting  local  mer¬ 
chants  in  touch  with  local  customers, 
on  multiple  platforms,  eveiybody 
wins,  and  local  dollars  stay  local.” 

The  platform  w'as  developed  in 
partnership  with  a  Bay  Area  startup 
company  called  TotalPaas,  which 
builds  geo-social  networking  com¬ 
munities  for  local  media  companies. 
Mitchell  said  the  TotalPaas  partner¬ 
ship  not  only  kept  out-of-pocket 
expense  low,  but  also  brought  in  an 
additional  8120,000  in  revenue. 


New'  locations  can  often  breed  new 
attitudes,  and  that’s  exactly  wiiat 
happened  at  the  Boston  Herald.  The 
paper  recently  moved  from  the  head¬ 
quarters  it  had  occupied  for  half  a 
centuiy',  to  a  modern  new'sroom  in 
the  Seaport  district  of  Boston  that 
fully  integrates  the  print  and  Web 
teams. 

The  change  of  scenery  includes 
several  indicators  of  the  paper’s 
future  direction,  including  a  video 
production  studio  for  TV-quality 
video  and  livestreams  for  the  web¬ 
site,  as  well  as  a  universal  copy 
desk  and  open  new'sroom  to  ease 
w'orkllow  and  collaboration 


Matthew  Hedger, 
interactive  media 
reporter 
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Boston  Herald  publisher  Pat  Purcell  with  editor-in-chief  Joe  Sciacca. 
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between  departments.  The  proto¬ 
type  for  Herald  TV  is  currently  in 
development,  as  is  a  “Herald 
Square”  social  network  for  readers. 

“I  don't  see  myself  as  the  editor  of 
a  newspaper.  I  see  myself  as  the 
leader  of  a  news  organization  that 
produces  high-quality,  original  con¬ 
tent  for  use  across  platforms  — 
print,  Web,  or  broadcast,”  said  edi¬ 
tor-in-chief  Joe  Sciacca.  “To  be  suc¬ 
cessful,  we  need  to  remember  the 
core  value  of  the  talent  in  our  news¬ 
room  and  work  to  ma.\imize  the 
impact  of  the  content  they  create.” 


Sciacca  stressed  the  importance  of 
creating  branded  personalities  around 
staff  writers  with  which  readers  can 
identify.  Staff  \ideos  created  in  the 
video  production  studio  are  currently 
appearing  on  Comcast  On  Demand. 

The  Herald  has  made  several  other 
moves  to  position  the  paper  as  a 
leading  news  organization.  Sciacca 
said  they  redesigned  the  business 
pages  into  a  Web-sawy  section  called 
BizSmart,  which  is  now  attracting 
full-page  ads  from  Google.  The  paper 
has  also  developed  partnerships  with 
three  area  colleges  for  internships, 
political  polling,  and  hosting  debates. 

“We  take  a  forward-looking 
approach  to  stories  to  start  the  con¬ 
versation  each  day  and  keep  the 
print  product  relevant,”  Sciacca  said. 
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editor  of  a 


newspaper.  I  see 
myself  as  the 
leader  of  a  news 


organization 
that  produces 
high-quality, 
original  content 
for  use  across 
platforms  — 
print,  Web,  or 
broadcast” 

-  Joe  Sciacca 


editor-in-chief  of  the  Boston  Herald 
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Daily  Republic 

Fairfield,  Calif. 


(kwnFd 

w  inmd 

<hrpnkr  "itS  » 

t=~:—  raise  talcs 


Does  LeBron’Sy'^ 

stioefit?/ 


40  EDITOR& PUBLISHER  MARCH  2012 


www.editorandpublisher.com 


The  Daily  Herald 

Chicago 

Daily  circulation:  100,000 

In  the  suburbs  of  Chicago,  The  Daily 
Herald  is  tackling  a  problem  that 
affects  most  modern  newsrooms  in 
one  form  or  another:  efficiency. 

“A  year  ago,  the  Daily  Herald  had  a 
W^eb  team  that  was  separate  from  the 
newsroom.  Its  members  worked  on  a 
different  floor.  People  in  the  newsroom 


The  Daily  Republic  has  taken  a 
very  literal  interpretation  of  the 
industry  catchphrase  du  jour, 
"digital  first.”  The  Republic  staff 
actually  writes  stories  online  first, 
using  free  open-source  software 
WordPress  and  EditFlow,  Within 
the  software,  stories  can  be 
“tagged”  to  appear  in  the  next 
day’s  print  edition.  By  eliminating 
the  front-edit  editorial  software, 
the  paper  has  gained  speed  and 
flexibility  of  story  production 
while  simultaneously  eliminating 
a  large  cost  from  the  budget. 


‘sent’  stories  to  online  and  had  little  or 
no  input  on  play,”  said  editor  and  sen¬ 
ior  \ice  president  John  I^mpinen. 
“DiNided  teams  function  like  divided 
teams,  and  that  created  more  than 
occasional  conflicts.  And  opportunities 
for  product,  readership,  and  revenues 
weren’t  maximized  as  a  result.” 

The  Herald  addressed  this  problem 
by  merging  the  content  and  produc¬ 
tion  teams  for  online  and  print  into 
one  unified  force.  Employees  still 
specialize  in  some  areas,  hut  eveiy- 
one  in  the  newsroom  has  adopted  a 
Web-first  mentality. 

Lampinen  said  the  results  far 
exceeded  expectations.  “Our  content 
is  better,  reader  complaints  are 
down,  our  digital-content  initiative 
has  been  a  success,  and  we  are  post¬ 


Elsberry  Democrat 

Elsberry,  Mo. 


In  a  small  town  such  as  Elsberry,  high 
school  sports  are  the  main  attraction. 
The  Elsberry  Democrat  satisfied  the 
community’s  demand  for  top-notch 
coverage  by  launching  the  Indian  Sports 
Network  —  named  for  the  local  school’s 
mascot.  Publisher  Mike  Short  personally 
calls  the  basketball  games,  and  the 
audio  is  streamed  online  and  archived 
so  anyone  can  listen  to  the  game  free  of 
charge.  The  program  has  already  drawn 
enough  sponsorships  from  local  adver¬ 
tisers  to  cover  the  associated  costs,  and 
the  Democrat  has  plans  to  expand  cov¬ 
erage  to  softball,  baseball,  and  football 
during  their  respective  seasons. 


ing  more  stories  overall  and  more 
during  peak  traffic  times,”  he  said. 

Lcunpinen  said  the  paper  has  tripled 
its  multimedia  assets  and  benefited 
from  a  brand  that  better  sen  es  its  read¬ 
ers  and  has  increased  search  engine 
referrals  to  the  site.  The  cy  cle  time  of 
posting  a  stoiy'  online  is  down  from  12 
minutes  to  less  than  10  seconds.  But  the 
most  positive  change  isn’t  one  that  is 
measurable  in  clicks  or  dollars. 

“The  morale  of  the  newsrcxim  and 
Web  teams  also  went  way  up.  They  are 
engaged  and  excited.  They  don’t  just 
reach  for  the  low-hanging  fruit.  The\' 
push  for  true  excellence  on  all  platforms,” 
Lampinen  said.  “Even'one  is  doing  a  lot 
more  work  at  a  much  higher  qualifr'  — 
and  evervone  is  excited  about  it.” 


The  Inlander 

Spokane,  Wash. 


The  Inlander  is  another  weekly 
that  has  capitalized  on  quality 
content  and  doubled  down  on 
print  distribution  in  a  time 
when  competitors  are  cutting 
back.  The  free  paper  is  printed 
in  full  color  with  a  lively  mix  of 
news  and  arts.  Publisher  Ted 
McGregor  said  his  success  has 
come  from  giving  the  readers 
what  they  want:  “More  local 
stories  told  with  more  depth, 
perspective,  and  soul.” 


The  Daily  Herald  newsroom  staff 


Erie  Times^News 

Erie,  Pa. 

Daily  circulation:  71,988 

Listening  to  readers  and  delivering 
what  they  ask  for  is  an  age-old  recipe 
for  success.  With  a  strong  local  music 
scene,  the  lakeside  community  of 
Erie,  Pa.,  wanted  to  see  the  paper 
support  local  artists  and  provide  a 
venue  for  their  talents. 

The  Erie  Times-News  came  up 
with  an  annual  Grammy-style  music 
awards  show  that  honors  musicians 


and  an  online  comrhunity  j 

RockErie.com,  that  supports  the  i 
music  scene  year-round.  Now  in  its  j 
si.xth  year,  the  RockErie  Music  I 

Awards  features  live  performances,  | 
appearances  by  local  celebrities,  and 
awards  presented  in  19  categories.  i 
“The  newspaper  has  a  long  histoiy  ! 
of  supporting  the  music  scene 
through  news  coverage,  calendars,  ! 
and  reviews,”  said  marketing  manag-  j 
er  Lisa  Shade.  “The  RockErie  Music  | 
Awards  allowed  us  to  showcase  our  | 
entertainment  coverage,  create  loyal-  | 
ty  among  musicians  and  fans,  and 


I  generate  Revenue  around  an  audience 
as  unique  as  the  local  music  scene.” 

The  awards  show  generates  rev¬ 
enue  from  both  sponsorship  opportu¬ 
nities  and  ticket  sales.  More  than 
1,400  music  lovers  attended  the 
event  in  2011. 

“Understanding  your  market  is  the 
key  to  any  good  new  spaper,  and  w'e 
stopped,  listened,  and  reacted  to 
I  readers  who  asked  for  more  on  the 
i  vibrant  music  scene  in  our  region,” 
i  said  executive  editor  Rick  Sayers. 

The  entrants  in  each  category  are 


submitted  to  an  online  vote,  with  the 
top  three  finalists  going  on  to  a  panel 
of  judges  who  determine  the  winner, 
so  there’s  a  high  level  of  community 
involvement  throughout  the  process 
leading  up  to  the  night  of  the  awards 
show. 

“I  believe  it’s  important  that  we’re 
fearless  and  enthusiastic  in  this 
changing  environment,  that  w^e  keep 
looking  for  new  solutions  and  ways 
to  improve  our  products  and  deliveiy 
channels  to  meet  readers’  needs,” 
said  president  and  publisher 
Rosanne  Cheeseman. 
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“I  believe  it’s  important  that  we’re  fear¬ 
less  and  enthusiastic  in  this  changing 
environment,  that  we  keep  looking  for 
new  solutions  and  ways  to  improve  our 
products  and  delivery  channels  to  meet 
readers’  needs” 


Great  Falls  Tribune 

Great  Falls,  Mont. 

Daily  circulation:  26,581 

In  Cascade  County,  Mont.,  the  Great 
Falls  Tribune  has  had  me<isurahle 
success  targeting  women  readers  and 
delivering  that  audience  to  advertis¬ 
ers. 

Editor  and  publisher  Jim  Strauss 
said  there  are  more  than  58,000 
women  in  the  greater  Great  Falls 
area  sen  ed  by  the  Tribune.  Since 
market  research  shows  that  women 
control  85  percent  of  eveiy  dollar 
spent  in  the  U.S.,  Strauss  and  his 
staff  set  out  to  target  this  billion-dol- 
lar  resource.  The  result  was  a  glossy 
magazine  and  expo  dedicated  to 
serxing  women  in  the  area,  called 
What  Women  Want. 

What  Women  Want  —  the 
Magazine  has  a  targeted  distribution 
that  focuses  on  women  by  age,  ZIP 
code,  home  value,  and  household 
income.  "The  publication  has  a 
strong  local  flavor  with  prominent 
use  of  local  products,  personaliW 
profiles,  and  photographs  of  local 


From  left:  Tina  Hart,  Gannett  IT  senior 
analyst  and  lead  Fun  Run  organizer;  Amie 
Thompson,  What  Women  Want:  The 
Magazine  editor;  Jim  Strauss,  Tribune 
president,  publisher  and  editor  and 
originator  of  the  expo  and  magazine;  Terry 
Oyhamburu,  Tribune  business  development 
and  marketing  director  and  lead  expo  planner. 


women,”  Strauss  said.  The  magazine 
is  also  distributed  to  advertiser  busi¬ 
nesses  and  specialty  shops  that  cater 
to  the  same  targeted  female  audi¬ 
ence. 

This  local  flavor  is  published  every 
other  month  and  has  been  consis¬ 
tently  popular  with  advertisers.  “The 
40-page  magazine  stands  out  with  its 
glos.sy  cover  and  strong  photogra¬ 
phy,”  Strauss  said,  proxiding  “an 


excellent  vehicle  for  advertisers  tar¬ 
geting  this  demographic.” 

The  annual  What  Women  Want 
E.xpo  features  more  than  200  ven¬ 
dors,  a  fun  run,  and  comedy  night, 
and  xvas  attended  by  more  than 
8,000  xvomen  in  2011.  Strauss  said 
the  e.xpo  brought  in  $158,000  in  rex  - 
enue  for  2011,  up  $23,000  from 
2010. 

“The  annual  What  Women  Want 
Expo  and  six-times-per-year  glossy 
magazine  allow  us  to  better  serve  our 
xx'omen  readers  and  further  strength¬ 
en  the  Great  Falls  Tribune  brand 
xxith  this  key  audience,”  Strauss  said. 
“The  successful  duo  also  generates 
strong  revenue  and  profits,  xvhich 
has  been  especially  beneficial  during 
this  sluggish  economic  stretch.” 
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The  Honolulu  Star-Advertiser 
is  honored  to  be  recognized 
by  Editor  &  Publisher  as  one  of  the 
"10  Newspapers  That  Do  It  Right". 

Q 


We  are  proud  to  be  recognized  for 
our  Subscriber  Charity  Donation 
Program  in  support  of  the  American 
Red  Cross  Japan  relief  efforts  and 
various  local  charities.  We  believe 
giving  back  to  the  community  is 
essential  to  a  newspaper's  success 
and  this  is  a  model  that  any 
newspaper  in  any  market  can  adopt. 
This  Program  demonstrates  the  trust 
readers  have  in  their  newspaper  and 
the  power  of  the  brand.  It  proves  a 
newspaper  can  bring  its  readers  — 
its  community  —  together  in  a  way 
no  other  medium  can. 

Thank  You, 

Dennis  E.  Francis 
President/Publisher 


Hawaii’s  Media  Leader 

staradvertiser.com 


1 


Dennis  E.  Francis 
Presicfent/Publisher 
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Left  to  right:  Rob  Romig,  director  of  graphics;  Bob  Welch,  columnist;  Paul  Carter,  photog 
rapher  and  asst,  director  of  graphics. 
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journalists  that  we’re  storytellers  at 
heart.  That’s  what  we  do.  We  can’t  for¬ 
get  that  regardless  of  the  medium  — 
print,  online,  or  phone  app” 

Dave  Baker 

managing  editor  of  The  Regisiter-Guard 


Winnip^  Free  f*ress 

winnipe^reepress.com 


handled  the  logistics  of  the  project; 
Paul  Carter,  assistant  director  of 
graphics,  took  all  the  photos;  and 
columnist  Bob  Welch  wTOte  all  the 
stories. 

“The  response  from  readers  was 
unlike  anything  I’ve  seen  in  my  32 
years  in  journalism,”  Baker  said. 
“Over  several  weeks  we  received 
emails,  letters  to  the  editor,  phone 
calls,  and  comments  praising  the 
series.  The  portraits  and  stories  are 
powerful,  poignant  tributes  to  these 
local  heroes,  and  they  resonated  with 
our  most  loyal  readers.” 

Baker  said  the  project  was  a  simple 
concept  with  powerful  results,  and 
that  newspapers  must  continue  to 
strive  for  e.xceptional  journalism. 

“This  series  on  veterans  should 
remind  jpurhalists  that  we’re  story  ¬ 
tellers  at  heart.  That’s  what  we  do. 
We  can’t  forget  that  regardless  of  the 
medium  —  print,  online,  or  phone 
app  —  w'e  have  to  commit  to  doing 
quality  work  that  our  readers  can’t 
get  anjAvhere  else.” 

The  stories,  photos,  and  video  are 
archiv  ed  at  registerguard.com/veterans. 


“....the  Winnipeg  Free  Press  made  clear  they’re  not 
in  the  business  of  news  delivery  but  in  the  business 
of  the  shaping  and  sharing  of  ideas...” 

Allen  Adamson,  Forbes  Magazine 

“At  a  time  when  newspapers  are  being  labeled 

a  dying  breed . print  companies  need  to  get 

proactive  and  creative.  Social  media  might  seem 
like  the  road  to  success,  but  the  good  old-fashioned 
meet-  and-greet  can  be  effective  as  well.” 

Romy  Zipken.  American  Journalism  Review 

“Nothing  better  than  having  coffee  and  reading  the 
paper  with  my  hubby  at  wfpnewscafe  on  a  Saturday 
morning.  Hello,  weekend!” 

Satisfied  Customer,  WFP  News  Cafe 

“The  secret  to  the  success  of  the  Winnipeg  Press 
Newsroom  Cafe?  Chats  and  a  great  club  sandwich” 
Tim  Curry,  Nieman  Journalism  Labs 

“Thanks  to  Editor  &  Publisher  magazine  for 
recognizing  the  Winnipeg  Free  Press  as  one  of  the 
‘Ten  Newspapers  Who  Do  It  Right.’  Congratuiations 
and  thanks  to  the  employees  of  the  Winnipeg  Free 
Press  who  have  been  doing  it  right  for  140  years." 
Bob  Cox,  Publisher,  Winnipeg  Free  Press 


Honolulu  Star-Advertiser  SVP  David  Kennedy  and  publisher  Dennis  Francis  present  a  check  tc  al 
American  Red  Cross  CEO  Coralie  Chun  Matayoshi. 


PiyiV  tM  ndi  In  Alta  kanm? 


Honolulu  Star-Advertiser 

Honolulu,  Hawaii 
Daiiy  circulation:  124,000 


The  devastating  earthquake  and 
tsunami  that  struck  Japan  in  March 
2011  had  a  profound  impact  on  com¬ 
munities  around  the  globe,  but  the 
people  of  Hawaii  in  particular  felt 
overwhelming  compassion  for  their 
Pacific  neighbors. 

Honolulu  Star-Advertiser  publish¬ 


er  Dennis  Francis  came  up  with  an 
idea  that  not  only  helped  benefit  Red 
Cross  relief  efforts,  but  also  encour¬ 
aged  a  growth  in  subscription  sales. 
From  April  to  June  2011,  w  hen  sub¬ 
scribers  went  on  vacation  and  request¬ 
ed  a  hold  on  deliveiy,  the  Star- 
Advertiser  presented  them  with  the 
option  to  donate  the  value  of  their 
subscription  to  the  Red  Cross  Japan 
Disaster  Relief  fund.  Additionally,  the 
Star-Advertiser  contributed  $10  to  the 
fund  for  each  new'  subscriber  who 
signed  up  to  receive  the  paper  during 
the  same  period. 

In  total,  more  than  10,000  sub¬ 
scribers  participated  and  raised  more 
than  $75,000  to  aid  the  people  of 
Japan.  The  effort  was  so  successful 


that  the  Star-Advertiser  decided  to 
continue  the  charity  work  and  raise 
money  throughout  the  year  for  differ¬ 
ent  programs  in  the  Haw’aiian  com¬ 
munity. 

From  July  through  November 
2011,  the  paper  partnered  with  Adult 
FTiends  for  Youth,  a  local  nonprofit 
that  offers  guidance  and  counseling 
to  youth  gang  members.  The 
Sub.scriber  Charity  Donation 
Program  raised  more  than  $30,000 
for  AFY'. 

For  2012,  the  Star-Advertiser  part¬ 
nered  with  the  Kapiolani  Health 
Foundation,  a  nonprofit,  full-service 
children’s  and  high-risk  maternity 
hospital.  The  paper  has  pledged  a 
goal  of  $100,000. 


►  Investor's  Business  Daily 

National 


USA  TODAY 

National 


^  The  Red  &  Black 


University  of  Georgia,  Athens 


How  can  a  national  publication  effec¬ 
tively  serve  a  niche  audience?  Just  ask 
Investor's  Business  Daily,  which  delivers 
analyst-level  financial  research  to  indi¬ 
vidual  investors.  IBD  has  grown  its  sub¬ 
scriber  base  into  a  true  community  by 
leveraging  its  website,  digital  edition, 
premium  products,  meetups,  workshops, 
video,  home  education  kits,  and  more. 
This  intimate  and  lasting  relationship 
with  readers  has  bolstered  growth  in 
both  circulation  and  revenue. 


Long  known  as  the  “traveler’s  news¬ 
paper,"  USA  TODAY  leverages  its 
strong  reputation  to  serve  the  cruis¬ 
ing  niche  with  its  dedicated  review 
site,  VacationCruiseslnfo.com.  The 
site  features  anonymous  reviews  of 
cruises  funded  by  the  site,  not  the 
cruise  lines.  By  writing  and  traveling 
anonymously,  reviewers  are  able  to 
offer  completely  unbiased  opinions 
of  the  cruise  —  a  rarity  among 
today’s  top  travel  sites. 


The  independent  student  newspa¬ 
per  of  UGA  may  well  be  the  first 
student  publication  to  adopt  a  dig- 
tal  first  strategy.  The  print  product 
was  scaled  back  to  a  weekly  mode 
giving  the  student  journalists  more 
resources  to  focus  on  the  successf 
digital  component, 
RedAndBlack.com.  The  paper  also 
launched  Ampersand,  a  monthly 
magazine  that  covers  arts,  enter¬ 
tainment,  fashion,  and  food. 
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Times-Georgian 

Carrollton,  Ga. 

Daily  circulation:  8,500 

When  the  Times-Georgian  conducted 
research  among  its  smaller  advertisers 
and  got  feedback  saying  the  paper  was 
“hard  to  work  with,”  publisher  Leonard  Woolsey  knew  it 
was  time  for  a  change. 

The  TG  has  since  scrapped  the  per-column-inch  model 
of  advertising  rates  and  developed  a  new  system  based  on 
modular  package  sales.  Each  package  is  created  with  a 
popular  price  point  in  mind  ($500,  $750,  $1,000,  etc.) 
that  provides  advertisers  with  a  four-week  program  that 
includes  large  “impact”  sizes  (quarter,  half,  and  full  page), 
along  with  smaller  branding  elements  that  are  generally 
two  columns  wide  by  3  inches  deep  and  run  every  day. 

“By  creating  programs  that  provide  advertisers  with 
affordable,  effective,  and  flexible  programs,  we  decided  to 
rebuild  our  business  model  from  the  bottom  up,  starting  by 
targeting  small,  locally  based  advertisers,”  Woolsey  said. 
“What  it  does  is  allow  our  local  sales  representatives  to  have 
genuine  business  discussions  with  their  local  clients  on 
what  they  wish  to  achieve  and  how  to  build  a  campaign.” 

The  best  part?  It’s  working.  Woolsey  said  the  TGs  rev¬ 
enue  in  2011  was  up  16  percent  over  2010,  and  the  pro¬ 
gram  has  been  adopted  across  all  of  parent  company 
Paxton  Media  Group’s  titles  in  the  U.S.  The  program  has 
also  been  recognized  by  tbe  New'spaper  Association  of 
America  and  the  Southern  Newspaper  Publishers 
Association. 

This  program  was  designed  to  begin  moving  newspapers 
from  being  overly  dependent  on  national  revenues  and 
return  us  to  those  who  brought  us  to  the  dance,”  Woolsey 
said.  The  TG  has  since  posted  verj’  strong  local  advertising 
gains  year  over  year  since  moving  to  the  program.  And  it  all 
started  by  simply  listening  to  our  customers.” 


The  Times  Georgian  sales  staff 

“The  TG  has  since  posted 
very  strong  local,  advertising 
gains  year  over  year  since 
moving  to  the  program.  And 
it  all  started  by  simply 
listening  to  our  customers.” 

-  Leonard  Woolsey 
publisher  of  the  Times-Georgian 


"lONewspapers  That  Do  It  Right,"  2012 
Congratulations  to  our  team 

Altoona  iHtrror 


Making  It  Happen  For  You 


^  Pacific  Coast  Business  Times 


Santa  Barbara,  Calif. 


This  business  weekly  serving  the  central  coast 
of  California  found  that  small  changes  can 
make  a  big  difference.  The  paper  managed  to 
increase  efficiency,  cut  costs,  and  increase  cir¬ 
culation  just  by  upgrading  to  an  integrated  cir¬ 
culation  database  and  changing  the  billing 
procedure.  By  taking  advantage  of  new  tech¬ 
nologies  available,  the  paper  cut  $15,000  from 
its  circulation  costs  and  applied  that  money 
instead  to  Web  upgrades  that  were  needed  to 
implement  a  paywall. 


Print  •  Online  •  Mobile 
Events  •  Social  media  •  Deals 

www.altoonamirror.com 


■.com 


www.editoranclpublisher.com 


M.VRCH  2012  EDITOR* PUBLISHER  4? 


lANewspapers 

I  VThat  Do  It  Right 


LEDGER  DISPATCH 


“TV  stations  have  cut  back  on 
their  coverage  for  the  last  few  elec¬ 
tions  —  they  didn't  broadcast  the 
recent  municipal  election  live  at  all 
—  so  all  eyes  in  Winnipeg  have  been 
on  us  for  thorough  coverage,”  Carl 
said. 

The  election  night  report  was  sup¬ 
plemented  with  a  Cover-It-Live  con- 


On  the  night  of  the  election,  the 
Free  Press  hosted  a  live  broadcast  in 
front  of  an  audience  at  its  News  Cafe, 
a  coffee  house  and  community  gath¬ 
ering  spot  the  paper  opened  in 
March  in  Winnipeg’s  exchange  dis¬ 
trict.  The  broadcast  was  coupled  with 
dvnamic,  real-time  reporting  on  the 
paper’s  Vote  Canada  landing  page. 


home, com 


Congratulations  to  our  team  at  the 
Ledger  Dispatch  and  to  our  partners  at 
TotaiPaas  at  being  honored  as  one  of 
E&P's  '10  Newspapers  That  Do  It  Right" 

We  asked  you  to  go  on  a  journey  - 
to  rethink  and  revolutionize  what  we  do 
and  offer  -  and  you  did. 


As  Mac  A.  Bee  would  say, 
"Bee-e-a-utiful!" 


Publisher 


Amador  County,  CA  •  209-223-1767 
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“Our  immediacy  was  so  extensive  that  other  media 
gathered  around  our  computers  to  watch  resuits” 

^  sole  on  the  election  coverage  landing  “At  most  campaign  headquarters,  real  time  so  that  readers  wouldn’t 

page  that  displayed  tweets  from  the  giant  \ideo  screen  sported  our  elec-  have  to  continually  hit  the  refresh 

reporters  sharing  results  and  also  tion  landing  page,  rather  than  the  tra-  button  on  their  browser  to  see  the 

functioned  as  a  chat  room  where  ditional  TV  broadcast,”  Carl  said.  “We  latest  news. 

readers  could  react  to  and  debate  the  livestreamed  from  8:30  p.m.  until  the  “Our  immediacy  was  so  e.xtensive 
importance  of  the  election  outcome.  final  staffers  left  the  ballrooms.”  that  other  media  gathered  around 

^  Reporters  in  the  field  also  used  Sk\pe  The  election  landing  page  was  pro-  our  computers  to  watch  results,”  ■ 

to  transmit  video  reports  to  the  site.  grammed  to  update  all  statistics  in  Carl  said. 
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Congratulations! 

to  the  innovative  staff  at 

GoErie  .com 

on  being  named  among  1 0  Newspapers  Who  Do  It  Right 
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Information  to  guide  your  strategy  in  the  digital  age 


Ever  since  John  Paton  declared  to 

the  world  that  he  would  be  shifting 
the  focus  of  Journal  Register  Co. 
to  be  “digital  first,  print  last,”  the 
oft-scrutinized  newspaper  industry 
has  been  stirring  with  innovation  and  a  bolder 
sense  of  purpose. 

Other  publishers  have  heeded  the  call,  with 


Morris  Publishing  Group,  Postmedia  Network, 
Gannett,  and  others  declaring  an  emphasis  on 
developing  digital  programs  if  not  adopting  the 
“digital  first”  mantra  outright.  But  as  with  most 
new  ideas,  the  process  of  implementing  change 
is  more  nuanced  than  shouting  the  words  from  a 
podium.  We’ve  gathered  data  and  consulted 
experts  to  bring  you  this  special  section  on  the 
digital  opportunities  that  lie  ahead  for  publishers 
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Marketing 
Strategies 

Expert  advice  on  building  your  brand’s  digital  presence 


For  businesses  outside  of 

publishing,  creating  a  digi¬ 
tal  marketing  strategy-  is  a 
rather  straightforward 
endeavor  —  use  digital 
media  to  introduce  and  marr\’  the 
supplier  of  the  good  or  service  with  a 
consumer. 

For  publishers,  howev'er,  devising  a 
digital  marketing  strategv’  is  expo¬ 
nentially  more  complicated,  and  even 
the  term  itself  seems  insufficient, 
given  the  newspaper  publishing  con¬ 
text.  There  is  the  need  to  promote  the 
news  brands  themselves,  especially 
burgeoning  e-media  publications  and 
apps,  in  which  publishers  are  heavily 
investing.  There’s  the  need  to  lever¬ 
age  digital  tools  —  websites,  blogs. 


BY  GRETCHEN  A.  PECK 

forums,  social  networking,  measure¬ 
ment  and  tracking  software,  and  the 
like  —  to  engage  readers  and  build 
communities;  to  learn  about  their 
wants  and  desires  and  habits;  and  to 
drive  overall  circulation. 

The  good  news  for  publishers?  Like 
the  adage  says,  “Necessity  is  the 
mother  of  invention."  And  out  of 
these  necessarv'  marketing  exercises 
springs  opportunity  —  the  opportu¬ 
nity  to  compel  advertisers  and 
intrigue  prospective  co-marketing 
partners. 

In  social,  circles,  choose 
quality  over  quantity 

It  may  be  dazzling  to  publishers  and 
advertisers  alike  that  an  entitv'  such 


as  Facebook  would  be  the  third  most 
populous  nation  in  the  world  if  it 
were  actually  a  nation.  The  market¬ 
ing  potential  of  social  media  is  clearly 
compelling  but  should  be  tempered 
with  an  understanding  that  qualitv’  of 
relationships  matters  more  in  social 
circles  than  quantitv’. 

Nancy  Messieh  recently  reported 
for  TheNextWeb.com  (TNW)  on  a 
timely  Semiocast  (semiocast.com) 
study  of  Twitter,  which  currently 
boa.sts  107.7  million  accounts  world¬ 
wide.  That’s  a  significant  number. 
However,  when  you  drill  further 
down  in  the  data,  an  important  dis¬ 
tinction  is  revealed:  Only  27  percent 
of  those  accounts  had  posted  a  tweet 
within  a  three-month  period,  the 
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“Newspaper  websites  in  the  fourth  quarter 
of  2011  averaged  more  than  111  miliion 
monthiy  unique  visitors,  an  increase  of 
more  than  6  miliion  compared  with  the 
same  period  a  year  ago.” 


Newspaper  Association  of  America  based  on  data  provided  by  comScore 


study  revealed.  This  is  important  to  ; 
note  for  publishers,  because  it  shows 
how  these  masses  are  using  Twitter  I 
—  by  and  large,  absorbing  informa-  | 
tion  rather  than  contributing  or  | 
sharing  it,  as  Messieh  concludes.  | 

In  the  Januaiy'  issue  of  E&P,  Scott  j 
Stines,  president  of  mass2one,  said  | 
that  “authentic  recommendations 
from  a  friend  or  eveiy  day  acquain-  I 
tance  are  powerful  forces  when  it  j 

comes  to  purchases  and  decision  | 

making,  and  positive  buzz  helps  set  I 
a  brand  apart  from  its  peers  in  a  , 
crowded  marketplace.”  j 

“A  newspaper’s  Facebook  page  j 

should  focus  on  engagement  —  con-  ; 
tests,  events,  and  offers  —  and  ser\'e  i 
to  drive  social  media  users  to  the  : 
newspaper’s  traditional  and  online  i 

products  and  ser\ices,  while  reward-  | 

ing  that  behavior  along  the  way,”  ! 

Stines  .said. 

In  an  article  titled  “Digital  I 

Marketing  Strategj’  Development: 

12  Common  Problem.s”  posted  on  i 

TheFutureBuzz.com,  Adam  Singer  | 

wrote  that  “it’s  not  enough  to  figure 
out  ways  to  gain  attention  from  ran¬ 
dom  people  for  fleeting  moments. 

You  need  to  find  a  way  to  market  to 
target  groups  consistently  over  time. 
And  the  tactics  used  should  be  com-  1 
pelling  enough  not  just  to  attract  an 


audience,  but  inspire  the  audience 
to  grow  itself.” 

Build  the  archive 

Adam  Singer  more  recently  wTote 
about  “The  Forgotten  Value  of 
Archival  Content”  for 
TheFutureBuzz.com.  From  a  mar¬ 
keter’s  and  e-media  user’s  perspec¬ 
tive,  he  offered  important  insight  for 
publi-shers: 

“Sites  like  Wikipedia,  eHow, 

Quroa,  even  YouTube  thrive  on  their 
archives.  It’s  not  just  that  this  con¬ 
tent  is  found  via  users  seeking  some¬ 
thing  specific  in  a  search  engine. 
That’s  extremely  important  on  its 
own.  But  beyond  that,  when  discov¬ 
ered,  this  content  is  frequently  re¬ 
shared  back  into  user’s  [sic]  streams 
as  if  it’s  new,  or  to  provide  conte.xt 
into  a  conversation  happening  now. 
The  point  is,  this  content  has  a  lot  of 
value.  But  if  you’re  not  vesting  the 
effort  to  publish  and  optimize,  you 
can’t  tap  into  it.” 

Singer  added,  “An  extremely  frus¬ 
trating  thing  for  me  as  a  user  (and 
blogger)  is  when  a  media  company 
removes  a  page  I’ve  linked  to  without 
any  explanation.  It  happens  again  and 
again,  but  it’s  almost  always  done  by 
traditional  media  companies,  such  as 
newspapers  or  magazines.” 


Send  emails 

Stines  of  mass2one  said  that  email 
remains  a  compelling  marketing 
tool,  and  it  is  the  most  cost-effec¬ 
tive  platform  for  capitalizing  on 
customer  experiences  and  behavior 
across  media  channels.  He  said  this 
method  is  a  natural  choice  for 
newspapers  to  market  their  online 
and  interactive  products  and  serv¬ 
ices. 

Invest  in  the  Web 

On  Feb.  1,  the  Newspaper 
Association  of  America  cited  data 
compiled  by  comScore  that  indicat¬ 
ed  encouraging  news  for  the  health 
of  newspapers’  Web-based  proper¬ 
ties. 

“Newspaper  websites  in  the  fourth 
quarter  of  2011  averaged  more  than 
111  million  monthly  unique  visitors, 
an  increase  of  more  than  6  million 
compared  with  the  same  period  a 
year  ago.  The  analysis,  performed  by 
the  Newspaper  Association  of 
America  based  on  data  provided  by 
comScore,  also  indicates  continuing 
strong  performance  in  other  key 
engagement  and  demographic  met¬ 
rics  important  to  advertisers,  with 
63  percent  of  all  adult  Internet 
users  visiting  newspaper  websites,” 
the  NAA  reported. 
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Pass  it  on 

Gar>-  W.  Randazzo,  founder,  GWR 
Research,  vvTote  in  £&Plast  year 
about  the  promise  of  digital  editions 
for  newspapers  (see  “How  Digital 
Editions  Can  Help  Save  Newspapers,” 
April  2011).  And  one  of  the  key  digital 
marketing  strategies  he  proposed  was 
to  allow  up  to  four  indmduals  to  view 
a  digital  edition  under  the  same  sub¬ 
scription,  facilitating  pass-along  read¬ 
ership  growth. 


Get  the  facts 

“How  can  we,  as  marketers,  deliver 
the  relevance  customers  want  and 
need,”  Jonathan  Gardner,  director  of 
communications  for  Vibrant,  wrote 
in  a  blog  on  iMediaConnection.com. 
“How  can  w'e  ensure  that  our  con¬ 
tent  —  whether  it’s  an  article,  an  ad, 
or  an  image  —  reaches  the  right  con¬ 
sumers  in  the  most  relevant  and 
meaningful  way?” 

Naturally,  these  are  questions  that 
newspaper  publishers  are  poised  to 
respond  to  with  circ  numbers  and 
readership  demographics.  But 
Gardner  points  out  that  it’s  deeper, 
richer  information  about  the  audi¬ 
ence  that  compels  marketers,  and 
newspaper  publishers  should  be  able 
to  deploy  tools  and  techniques  to 
mine  this  information. 

“Behavioral  targeting  gets  part  of 
the  job  done,”  Gardner  said. 

“Knowing  what  a  potential  shopper 
has  recently  done  online,  w'hat  sites 
they  visited,  what  e-commerce  chan¬ 
nels  they  browsed,  gives  us  a  sense  of 
their  past  behavior  and  some  indica¬ 
tion  of  what  they’re  likely  to  view, 
see,  and  buy  in  the  future.”  However, 
he  cautioned,  conte.xt  matters. 

“Smart  marketing  strategies  need 
to  combine  behavioral  —  or  ‘personal’ 
—  relevance  with  contextual  rele¬ 
vance,”  he  said.  “SoLoMo  (social, 
local,  mobile  if  you’ve  somehow 
avoided  it  so  far)  is  part  of  our  huzzy 
jargon  now.  If  you’re  doing  a  social 
media  campaign,  think  about  the 
contexts.  For  instance,  a  young  work¬ 
ing  mom  on  Pinterest  is  in  the  con¬ 
te.xt  of  seeing  popular  recipes  her 
friends  are  cooking,  or  she’s  on 
Linkedin  researching  advice  about 
vvork/life  balance,  and  on  Facebook 
accepting  invitations  for  a  night  out 
with  friends.  The  content  is  being 
shaped,  controlled,  and  shared  by  the 
user  (consumer),  but  it’s  the  contexts 


that  marketers  need  to  understand  to 
deliver  a  message  that  will  resonate 
with  the  consumer  ...  Regardless  of 
the  platform,  whatever  the  device, 
and  however  smart  the  strategv',  con¬ 
tent  still  matters  —  but  relevance  and 
conte.xt  rule.” 

Seek  out  custom-publishing 
opportunities 

If  they  haven’t  already,  newspaper 
publishers  may  want  to  take  a  page 
from  their  magazine-publishing 
brethren’s  playbook  and  create  cus¬ 
tom-publishing  teams  to  partner  with 
advertisers  in  the  interest  of  creating 
highly  targeted,  innovative,  and  infor¬ 
mational  campaigns  that  could  be 
delivered  in  any  medium:  print,  Web, 
mobile,  tablet,  or  across  them  all. 

PejTnan  Nilforoush,  chief  execqtive 
officer  and  co-founder  of  NetShelter, 
provided  invaluable  insight  into  the 
mind  of  contemporary'  marketers  in 
his  January’  2012 

iMediaConnection.com  article,  “The 


Klingensmith  of  the  Minnesota  Star 
Tribune  said  when  he  was  profiled  as 
E&Ps  Publisher  of  the  Year. 

“Here  in  the  Midwest,  a  lot  of  the 
businesses  we  serv'e  are  small,  local 
businesses.  There’s  a  big  role  for  us  to 
play.  We  look  for  ways  we  can  help 
them  with  their  marketing  and  to 
utilize  their  budgets  as  effectively  as 
possible  ...  It’s  changed  the  nature  of 
the  sales  job  for  a  local  newspaper 
rep.  It  used  to  be  about  just  calling 
up  and  placing  an  order.  It’s  not  like 
that  anymore,”  Klingensmith  said. 

Form  strategic  alliances 

Newspaper  organizations  have  long 
understood  the  importance  of  com¬ 
munity  partnerships  and  sponsor¬ 
ship.  These  tvpes  of  co-branding 
opportunities  need  not  be  limited  to 
special  evOTits  but  may  be  extended  to 
the  Web  and  other  eTmedia  plat¬ 
forms,  as  well. 

“Digital  alliances  are  an  underused 
element  in  marketing,”  Singer  wrote 


“Regardless  of  the  platform, 
whatever  the  device,  and 
however  smart  the  strategy,  ^ 

content  still  matters  —  but  ■ 

relevance  and  context  rule.”  ■ 

-  Jonathan  Gardner,  director  of  communications  for  Vibrant 


Benefits  of  Integrating  Paid,  Ow  ned, 
and  Earned  Media.” 

“As  a  marketer,  imagine  having  the 
ability  to  tie  your  messaging  to  objec¬ 
tive  editorial  content  that  an  inde¬ 
pendent  expert  has  written  about 
your  brand,  and  to  then  use  your 
paid  media  spend  to  amplify  that 
message,  along  with  the  validating 
content,  across  sites  that  consumers 
visit  to  make  their  decisions.  This 
approach  is  unique,  because  it  offers 
relevant  and  helpful  information  and 
allows  for  a  heightened  level  of 
engagement  to  socially  drive  consid¬ 
eration  for  a  brand’s  product,” 
Nilforoush  said. 

“Our  advertisers  are  struggling  in 
the  new  fragmented  media  environ¬ 
ment  to  figure  out  what  will  work  for 
them  and  how  .they  can  best  use  their 
marketing  dollars,”  Mike 


in  his  article  on  digital  marketing  for 
TheFutureBuzz.com.  “So  many 
opportunities  to  work  and  grow 
together  remain  untapped.  Bring 
alliances/relationships  into  your 
strategv’ ...  and  you  can  encourage 
mutual  grow-th,”  he  said. 

Measure  and  compare 

In  his  article  “How  Digital  Editions 
Can  Help  Save  Newspapers,” 
Randazzo  reminded  newspaper  pub¬ 
lishers  that  digital  marketing  strate¬ 
gies  are  only  as  valuable  as  the  results 
they  produce.  It’s  not  enough  to 
devise  the  strategv’;  initiatives  must 
be  continually  measured  and  ana¬ 
lyzed. 

“Track  the  value  of  the  strategy  ,” 
Randazzo  said.  “Has  ad  revenue 
increased?  Has  traffic  increased?  Has 
profit  increased?” 
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North  America 


Latin  America 


^  Asia-Pacific 

Middle  East  &  Africa 


Latin  America 


North  America 


Source:  eMarketer,  April  2011.  Individuals  of  any  age 
who  own  at  least  one  mobile  phone  and  use  the 
phonefs)  at  least  once  per  month.  Numbers  rounded. 
U.S.  Census  Bureau  projects  worldwide  population 
will  reach  7.25  billion  in  2015,  so  67%  of  the  world's 
population  will  be  using  mobile  phones. 
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►NOBILE  FAST  FACTS 


For  e-readers,  gamers, 
mobile  coupon  users,  travel, 
tablets,  and  Facebook 


2012  2013 


28.9 


million  people 
(or12%oftheU.S. 
adult  population) 
are  projected  to  have 
e-readers  by  the  end 
of  2012,  up  from  20.6 
million  in  20TI. 


By  2013,  there 
will  be  91.5 
million  mobile 
gamers  and 
35.6  million 
mobile  coupon 
users. 
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Users  in  millions 

2,550 


.  OPPORTUNITIESI2'l2 

WHAT  INTERACTIVE 
MARKETERS  PREDICT 


2,890 


|2,350 

[0^ 

2,720 

Interactive  marketing  tactics 

Created  social  media 

Mobile  marketing 

55% 

51% 

37%4M|3% 

39%«ttBI 

bl2 

2013 

2014 

2015 

Online  video 

50% 

37%Mi@ 

Worldwide 

Users  in  millions 


4,850 


Email  marketing 
Paid  placement  in  social  media 
Search  engine  optimization  (SEO) 

Display  advertising 
Paid  search  listings 
Traditional  marketing  tactics 
Television 
Direct  mail  1 

Magazines  1 5 

Outdoor  15 

Radio  10% 
Telemarketing  9% 

.  Yellow  pages  6% 

Newspapers  4%  . 


43% 

41% 

40% 

35% 

30% 


46% ; 

47%|S 

53% 

52%' 

49%  Hen 

49%  MM 

*9%  mm 

41% 


5ource;  Forrester  Research,  "U.S.  Interactive  Marketing  Forecast,  2011  to  2016."  U.S.  interac¬ 
tive  marketers  were  asked:  "In  the  next  three  years,  do  you  think  marketing's  effectiveness  will 
increase,  stay  the  same,  or  decrease  as  compared  to  today  for  each  of  the  following  channels." 
Numbers  rounded. 


U.S.  MOBILE  AD  SPENDING  BY 
FORMAT,  2009  TO  2014 

Spending  will  grow  to  $2.55  billion  (format  in  millions  of  dollars) 


"y|6i2  ^ 


Fonnat 

2009 

2010 

2011 

2012 

2013 

2014 

Messaging 

$229 

$327 

$422 

$477 

$529 

$603 

Display 

91 

203 

335 

489 

693 

888 

Search 

83 

185 

295 

451 

681 

858 

Video 

13 

28 

51 

84 

134 

201 

Total 

416 

743 

1,102 

1,501 

2,037 

2,550 

Source:  eMarketer,  September  2010.  Numbers  rounded. 

Source:  eMarketer  for  e-readers  (May  2011); 
gamers  (July  2011);  coupons  (August  2011);  travel 
(February  2011),  all  for  U.S.  adults.  comScore  for 
tablet  data  (July  2011).  Facebook  data  from 
Facebook.com  (September  2011). 
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PROJECTED  MOBILE  PHONE  USERS  WORLDWIDE  BY  REGIOnI 


4.85 


Asia-Pacific 


Middle  East  &  Africa 


BILLION  PEOPLE 
WILL  USE  MOBILE 
PHONES  BY  2015 


Europe 


Latin  America 


North  America 


Source;  eMarketer,  April  2011.  Individuals  of  any  age 
who  own  at  least  one  mobile  phone  and  use  the 
phonefs)  at  least  once  per  month.  Numbers  rounded. 
U.S.  Census  Bureau  projects  worldwide  population 
will  reach  7.25  billion  in  2015,  so  67%  of  the  world’s 
population  will  be  using  mobile  phones. 


Users  in  millions 


Users  in  millions 

500 


2012  2013  2014 


2012  2013 


_ Jtl 

20152012 


►NOBILE  FAST  FACTS 


For  e-readers,  gamers, 
mobile  coupon  users,  travel, 
tablets,  and  Facebook 


28.9 


mWon  people 
(or  12%  of  the  U5. 
acKA  po|Mjlatk>n) 
are  prelected  to  have 
e-readers  by  the  end 
of  2012,  i¥>  from  20.6 
miliionfai2011. 


By  2013,  there 
wiHbe91.5 
million  mobile 
gamers 
35.6  million 
mobile  coi^xm 
users. 


1.8 


^  Tabic 
repre 
1.8% 
Inten 
traffii 


54  EDITORS  PUBLISHER  MAH 


OPPORTUNITIES!  2 


20i3  20i4  ^ 

n| 


V' 
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^2012  2013  2014  2015 


WHAT  INTERACTIVE 
MARKETERS  PREDICT 

Increase  Stay  the  same  Decrease  ■  Not  applicable 


Interactive  marketing  tactics 

Created  social  media 

55% 

37%  4^  3% 

Mobile  marketing 

51% 

39%49(fr* 

Online  video 

50% 

37%  8%Ei3 

Email  marketing 

43% 

46%  9%|  2% 

Paid  placement  in  social  media 

41% 

48%  s%E2 

Search  engine  optimization  (SEO) 

40% 

54%4%|  2% 

Display  advertising 

35%  40% 

26% 

Paid  search  listings 

304o 

57%  9%  B  4% 

Traditional  marketing  tactics 

Television 

21% 

46% 

24%  £3 

Direct  mail 

17% 

.  ■  .  '  47% 

33%  1  3% 

Magazines 

15% 

53% 

27% 

Outdoor 

15% 

52% 

22%  in 

Radio 

10% 

49% 

30%BiEiI!] 

Telemarketing 

9% 

49% 

32%KZ3 

.  Yellow  pages 

6% 

49% 

38%  gn 

Newspapers  4% 

41% 

42%  HOIS 

Source:  Forrester  Research,  "LI.S.  Interactive  Marketing  Forecast,  2011  to  2016."  U  S.  interac¬ 
tive  marketers  were  asked:  "In  the  next  three  years,  do  you  think  marketing's  effectiveness  will 
increase,  stay  the  same,  or  decrease  as  compared  to  today  for  each  of  the  following  channels." 
Numbers  rounded. 


U.S.  MOBILE  AD  SPENDING  BY 
FORMAT,  2009  TO  2014 

Spending  will  grow  to  $2.55  billion  (format  in  millions  of  dollars) 


Format 

2009 

2010 

2011 

2012 

2013 

2014 

Messaging 

$229 

$327 

$422 

$477 

$529 

$603 

Display 

91 

203 

335 

489 

693 

888 

Search 

83 

185 

295 

451 

681 

858 

Video 

13 

28 

51 

84 

134 

201 

Total 

416 

743 

U02 

1.501 

2,037 

2.550 

Source;  eMarketer,  September  2010.  Numbers  rounded. 


'  Tablets 


represent 
U%of  ^ 
Internet 
traffic.  ' 


V 


By  the  end  of  2012,18% 
^  of  smartphone  users 
(and  7%  of  afl  mobile 
phone  users)  wiH  book 
travel  via  rrK>bile  Memet 
or  app  service  at  least 
once  a  year. 


More  than  350  mitlion 
active  users  access 
Facebook  through 
moNie  devices.  They  »e 
twice  as  active  on  the 
social  network  as 
non-iTK>biie  tsers. 


Source;  eMarketer  for  e-readers  (May  2011); 
gamers  (July  2011);  coupons  (August  2011);  travel 
(February  2011),  all  for  U.S.  adults.  comScore  for 
tablet  data  (July  2011).  Facebook  data  from 
Facebook.com  (September  2011) 


w. editorandpublisher.com 


M  AHC'II  L’liU  ED1TOR& PUBLISHER  55 


■#1  i 


r'l 


OPPORTUNITIES  1 2  12 


BY  NU  YANG 


Before  you  get  overwhelmed  by  the  thought 
of  a  company-wide  digital  overhaul, 
consider  these  smaller  steps  you  can  take 
today  to  help  secure  your  paper’s  digital 
presence  tomorrow.  Here  are  six  strategies 
you  can  implement  right  now,  with  some  advice  from 
those  who  have  already  paved  the  way. 


Give  your 
website  a 
makeover 


Your  website  is  the  gateway  for 
readers  to  reach  your  product 
both  in  print  and  online,  so  atten¬ 
tion  should  be  given  to  enhanc¬ 
ing  search  engine  optimization 
and  improving  the  layout  so  con¬ 
tent  is  easy  to  find. 

The  new  ChicagoTribune  web¬ 
site  debuted  last  summer  with 
more  breaking  news,  personal¬ 
ized  content,  and  a  cleaner 
design  with  new  fonts,  fewer 
colors,  and  a  faster  load  time. 
Navigation  bars  organize  stories 
into  categories,  making  it  easier 
for  online  readers  to  find  what 
they’re  looking  for. 

The  Washington  Post 
(WashingtonPost.com)  also 
revealed  a  redesigned  website 
last  year,  created  on  a  new  con¬ 
tent  management  system  called 
Methode  also  in  use  at  The  Wall 


Street  Journal  and  New  York 
Post.  The  software  allows  stories 
and  photos  to  be  created,  edited, 
and  designed  in  a  single  comput¬ 
er  system. 

In  its  156th  year,  the  Bowling 
Green  (Ky.)  Daily  News 
(BGDailyNews.com)  introduced 
a  redesign  of  its  site  in 
December  2011,  offering 
improved  blogs,  photos,  and 
video,  and  content  that  is  easier 
to  find  and  more  user-friendly. 
Readers  are  able  to  interact  with 
stories  with  better  integration  on 
social  media  sites  such  as  Twitter 
and  Facebook.  Readers  can  also 
build  personal  profiles  by  creat¬ 
ing  their  own  blogs  and  sign  in 
using  a  social  media  account. 
Businesses  also  benefit  by  set¬ 
ting  up  a  business  profile  in  the 
Social  Marketplace  section. 


Deliver 

personalized 

content 


It’s  not  just  the  look  and  feel  of  a  website 
that  attracts  visitors;  content  is  also  key  in 
retaining  readers. 

.As  E&P  reported  last  month  in  our  2020 
Vision  series,  readers  are  pulling  their  own  con¬ 
tent  from  their  favorite  sources.  In  order  to 
encourage  readers  to  keep  coming  back,  news 
sites  have  to  find  a  way  to  give  readers  exactly 
what  they  want  to  see. 

By  partnering  with  tech  company  Outbrain, 
The  Seattle  Times  is  able  to  link  readers  to  the 
paper’s  best  content  on  its  website  and  to  arti¬ 
cles  on  other  sites  that  pay  for  distribution. 
Readers  receive  a  more  personalized  data-driv- 


iDowriloacI  a  FREE  audiobook  today 


Social  Pulse 


en  selection  of  content,  while  papers  see 
increases  in  traffic,  revenue,  and  reader  loyalty. 

Social  media  also  plays  a  huge  part  in  con¬ 
tent.  In  February,  Reuters  released  Social 
Pulse,  a  dashboard  that  shows  what’s  popu¬ 
lar  in  business  news  on  social  networks.  The 
site  is  divided  into  multiple  sections,  such  as 
“The  Hit  List,”  which  includes  the  most  popu¬ 
lar  articles,  and  ’’Hot  on  Reuters,”  which 
ranks  Reuters  articles  based  on  the  number 
of  comments  and  Reuters  videos  based  on 
the  number  of  views. 
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Connect  with 
your  online 
community 


It’s  not  enough  to  have  just  a  Facebook  or 
Twitter  account  to  interact  with  readers  —  you 
must  engage  with  them  through  other  sources. 

Media  and  technology  reporter  Mathew  Ingram 
suggested  in  an  article  on  GigaOm.com  that 
papers  reward  regular  digital  subscribers,  per¬ 
haps  with  a  subscription  discount,  for  interacting 
with  the  paper.  An  example  included  The  New 
York  Times'  attempt  to  build  relationships  with  its 
readers  through  its  new  commenting  system. 

"Certain  readers  with  a  history  of  good 
behavior  will  be  awarded  ‘trusted’  status,  which 
allows  them  to  post  comments  without  having 
them  moderated,”  Ingram  said. 

In  a  note  to  readers.  Times  executive  editor 
Jill  Abramson  said  the  new  system  was  a  way  to 
improve  the  community  experience.  The  thread¬ 
ed  comments  give  readers  the  ability  to 
respond  to  one  another  as  well  as  make  it  easier 
for  reporters  to  comment. 

The  digital-first  Journal  Register  Co.  launched 
its  Community  Media  Lab  in  2010,  partnering 
with  existing  blogs  and  citizen  journalism  sites. 
There  is  a  full-time  editor  in  charge  of  recruiting, 
training,  and  working  with  citizen  journalists. 
These  citizen  journalists  have  free  access  to 
instructional  courses  on  journalism,  writing,  and 
technology  in  a  classroom  built  into  the  open 
newsroom  at  The  Register  Citizen  in  Litchfield 
County,  Conn. 

After  the  Washington  Post  launched  a  unique 
fact-checking  system,  the  Register  Citizen 
changed  its  report-an-error  form  to  a  fact  check 
box,  located  at  the  bottom  of  every  online  story. 
It  creates  faster  responses  for  corrections  and  at 
the  same  time  builds  trust  between  the  reader 
and  news  organizations. 


mobile 

As  more  readers  gravitate  toward 
reading  the  news  on  tablet  devices 
and  smartphones,  publishers  are 
quickly  creating  apps  to  adapt  to  this 
new  platform. 

The  Wall  Street  Journal  released  a  free 
app  exclusively  for  the  Kindle  Fire  that 
allows  subscribers  to  receive  unlimited 
access  to  WSJ.com  content.  Within  the 
app,  WSJ  also  offers  an  automatically 
renewing  monthly  subscription. 

Canada’s  Postmedia  Network 
announced  updates  to  apps  for  nine 
newspapers,  making  them  accessible  to 
iPhone  or  iPod  Touch  users.  The  apps 
feature  breaking  news,  local  news,  and 
photo  galleries,  and  they  also  allow 
readers  to  stay  connected  and  share 
stories  with  their  social  networks. 


Develop 

smarter 

advertising 

With  so  many  facets  in  the  digital 
realm,  advertisers  are  now  able  to 
receive  additional  exposure  online. 

The  Newspaper  Association  of 
America  recently  reported  newspa¬ 
per  websites  averaged  more  than 
in  monthly  unipue  visitors  in  the 
fourth  quarter  of  2011  —  an  increase 
of  more  than  6  million  compared  to 
a  year  ago. 


ii 

"Adding  to  our  growing  mobile  and  jj 
digital  offerings,  these  apps  continue  jj 
to  build  on  our  ability  ta  deliver  a  j 

superior  experience  to  our  audiences,”  jj 
said  Wayne  Parrish,  chief  transforma-  ■■ 
tion  and  revenue  officer.  "These  new 
apps  for  iPhone  and  iPod  Touch  also 
give  Canadian  marketers  another  plat-  i| 
form  for  connecting  with  an  engaged 
and  tech-savvy  target  audience.”  .j 

Gannett  has  taken  the  mobile  initia-  I 
tive  one  step  further  by  investing  in  i 

equipment  for  its  employees.  In  a  [ 

December  memo  to  employees,  the  |! 

company  said  it  had  purchased  thou-  j 
sands  of  new  devices  including  the 
iPhone  4S  and  iPad  2  for  its  journal-  j 

ists.  According  to  the  memo,  "These  | 

new  tools  will  help  our  journalists  j 

meet  the  demands  of  the  new  news 
cycle,  one  that  requires  agility  in  real¬ 
time  reporting,  social  media,  and 
greater-emphasis  on  video  story¬ 
telling,  further  increasing  our  competi¬ 
tive  advantage.” 


With  online  numbers  growing,  it’s 
no  surprise  an  eMarketer  study  esti¬ 
mated  that  online  spending  would 
grow  more  than  20  percent  to  nearly 
$40  billion  in  2012.  The  study  also 
said  U.S.  online  ad  spending  would 
exceed  the  total  spent  on  print  mag¬ 
azines  and  newspapers  for  the  first 
time,  at  $39.5  billion  vs.  $33.8  billion. 

“Tablet  ad  rates  are  running  five  to 
10  times  online  rates,  though  that  will 
moderate,”  said  newspaper  industry 
analyst  Ken  Doctor.  "In  the  next 
phase,  probably  2013  on,  we’ll  see 
content  producers  offering  dozens  of 
new  niche  tablet  reading  and  infor¬ 
mation  products,  some  reader  paid, 
some  ad  paid,  some  both,” 


Invest  in 
the  future 


Newspapers  are  learning  to  adapt  and 
embrace  digital  technology  —  they  have  to  in 
order  to  thrive.  To  stay  ahead  of  the  curve, 
organizations  such  as  the  New  York  Times 
and  Philadelphia  Media  Network  have  begun 
to  operate  like  tech  start-ups. 

According  to  the  Times’  Beta620  website 
(beta620.nytimes.com),  new  tech  projects 
are  developed  by  software  engineers,  journal¬ 
ists,  product  managers,  and  designers  who 
are  "constantly  striving  to  create  new  and 


Representatives  from  Philadelphia  Media 
Network, .CIoudMine,  ElectNext,  and  SnipSnap 
participate  in  a  ribbon-cutting  ceremony  for  the 
Project  Liberty  Digital  Incubator. 

innovative  ways  to  present  news  and  informa¬ 
tion,  and  interact  with  readers.” 

In  January,  three  tech  firms  were  select¬ 


ed  from  36  applications  to  participate  in 
Philadelphia  Media  Network’s  Project 
Liberty  Digital  Incubator,  located  at  PMN’s 
headquarters.  Funded  by  the  Knight 
Foundation,  the  six-month  residency  pro¬ 
gram  includes  free  rent,  free  office  equip¬ 
ment,  and  infrastructure  support  to  help 
the  firms  develop  their  products. 

The  selected  companies  include  CIoudMine, 
which  will  create  an  app  platform  that  elimi¬ 
nates  the  need  for  mobile  app  developers  to 
build  custom  backend  solutions  for  their 
apps;  ElectNext,  which  will  build  an  app  help¬ 
ing  voters  choose  candidates  who  share  their 
values;  and  SnipSnap,  which  will  launch  an 
app  that  lets  users  scan,  save,  and  redeem 
coupons  via  mobile  phones.  ■; 
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Ultimately,  NewsCate 
allows  us  to  provide  our 
readers  with  more  engaging 
and  seamless  experiences  - 
and  offer  our  advertisers  the 
flexibility  they  need  to  reach 
those  audiences.  We're  pleased  to 
work  with  CCI  and  Escenic  -  , 

there  are  no  better 
content-management  partners 
in  the  publishing  industry. 


Mm  Moroney, 


MWe  need  to  be  able  to  react  swiftly  to  radical  changes  in 
consumer  behavior  -  today  and  in  the  future.  For  us, 

NewsGate  is  the  optimum 
cross-media  platform 


We  need  systems  that  help  us  in 
the  shift  toward  a  2A-hour,  Internet- 
oriented  news  cycle.  We  looked  at 
other  available  technologies,  and 

found  none  that  give  us 
the  clear  advantages  that 
NewsGate  provides. 

Neil  Mara, 


I 


There  are  a  lot  of  editorial 
systems  on  the  market 
which  provide  good  print 
and  online  solutions. 


But  CCI  NewsGate 
is  the  best  when  it 


comes  to  combining 
all  media  channels. 


Half  Geisenhansluke, 


O'-  9'  Fd^toi  Sc  O'/ao'sa  le  ZeiC.^  ng 


P 


Bernard  Marchant, 


Be  agile  in  digital  publishing  - 


Mobility  is  the  name  of  the  garT}e.  Exciting  new  forms  of  story- 
teljing  are  emerging  and  along  with  them,  new  a'J'enues  of  income. 
But  sometimes  you  may  feel  that  you  are  aiming  at  a  moving 
target. 


build  on  a  solid  platform 

Being  successful  in  the  media  market  today  means  being  agii  Somei 
being  mobile.  We  regard  our  software  as  a  platform  for  innov  NewsG 
tive  business  development  in  an  age  of  digital  transformatic  vou  to 
We  provide  the  foundation  -  and  if  you  want  to  be  mobile,  yi  to  imp 
need  a  solid  platform. 


WWW.CCIEUROPE.COM 


3  ag'  Some  of  the  world's  leading  media  corporations  have  successfully  deployed 
nnov  NewsGate  to  stay  on  top  of  the  changes  in  the  media  market.  We  invite 
natii  you  to  tap  in  to  our  collective  experience  in  enabling  media  corporations 
le,  yi  to  implement  their  cross-media  strategies. 


\ 


rackin 


QR  Codes  have  more  applications  than 
most  realize.  We  even  patented  a  couple. 


Yes,  that  is  a  “Play  All" 
button  on  the  front 
page  of  our  news¬ 
paper.  It  reads  to  our 
readers. 


By  Jody  Shackelford 
Publisher,  Spring  River  Chronicle 

Our  readers  have  a  unique  option  whe 
reading  our  northeast  Arkansas  newspi 
per  -  they  can  listen  to  it. 

Sure,  subscriptions  are  growing  as  mo’ 
people  learn  that  they  can  scan  the  pap: 
and  listen  to  each  article  or  the  entire  papt 
Sure,  we  are  selling  and  producing  audio  a 
that  play  before  each  article,  which  is  go:' 
for  our  budget,  but  the  best  part  of  .all  is  tb 
the  newspaper  is  cool  again  in  our  town. 

The  Facebook  generation  that  is  proph; 
sied  to  leave  print  in  the  dust  is  enjoying  tr 
newspaper,  switching  between  photos  ar 
headlines  and  listening  to  the  audio.  It  is  taj 
tastic  to  listen  to  articles  while  driving:  nev 
radio  is  out  and  on-demand  Audio  Print™ 
in.  Life  is  good. 

Like  many  of  you,  we  are  develop!;: 
our  iPad  apps  and  they  will  have  the  Aud 
Print'"'  option  as  well.  “Give  your  app  a  plj 
button,”  we  shout  from  the  roof  tops. 

We  developed  the  Spring  River  Chronic 
as  a  media  lab  to  test  innovations  in  pria 
Three  patents  later,  we  want  to  share  ot 
developments  with  you.  One-scan  subscrip 
tions  by  credit  card  (ScanScribe'"’),  .Audi 
Print""  and  Video  Print'"' .  Sexy  stuff  that^vi 
change  print  forever.  Call  us  to  talk  abouti 
870-856-6397. 

P.S.  We  also  just  developed  a  website  I 
automate  it  all,  SayScan.com  -  check  it  oun 


I 

E 

? 

I 

I 


With  Newspaper  Next,  your 
publication  can  read  to  your 
readers,  boosting  advertising 
through  video  ads.  Unlock 
your  news  from  text,  let  your 
paper  read  to  people. 
^gNext.com  |  870-856-6397 


Scan  this  because  it  is  awesome 


PLACE  PHONE  OVER  THIS  SmCE 


Fully  Managed  Infrastructure  for  the  Media  Industr 


Publish  Anywhere 


Designed  specifically  for  the  nnedia  industry. 
SAXOTECH’s  full  suite  of  publishing  products  are  all 
available  as  hosted  solutions  in  the  5AX0TECH  Cloud. 
Leading  newspapers  and  nnedia  brands  readily  access 
the  power  of  enterprise-level  digital  and  print  systenns 
for  nnulti-channel  publishing,  advertising  and 
circulation  from  anywhere  on  any  device. 


Find  out  how  media  companies  are  achieving  greater eff 


SAXOTECH  I  Cloud  Publishing 


Publish  Anytime 


WORKFLOW 


SAXOTECH  customers  have  the  ability  to  access  and  use  a 
full  production  system  from  anywhere  at  any  time.  File  a 
breaking  news  story  from  multiple  devices,  quickly  and 
easily  share  assets  across  the  entire  organization  and 
engage  your  audience  in  the  channels  of  their  preference. 
If  you  have  access  to  a  Web  browser,  you  have  access  to 
our  fully  hosted  offerings. 


ARTIQLEl 


PHOTO 


LAYOUT^ 

■ 

■ 

tef efficiency  and  reach  with  SAXOTECH. 


+1  813  221  1600 

email:  infofasaxotech.com 

WWW.SAXOTECH.com 


REVITALIZE 


NEWSROOM  : 

USE 

MANAGE  THE  CONTENT  MIX  AND  ACCESS  NEW  CONTENT  SOURCB 


HERE’S  A  LOOK  AT  A  VIRTUAL  NEWSROOM  AND  HOW  ElBYLINE  CAN  HELP. 


Editors  can  license  stories  a  la  carte 
from  high  quality  publications 


Elbyline  helps  editors  discover  and  connect 
with  qualified  freelance  journalists 


The  Virtual 
Newsroom 


AND  WHEN  EDITORS  LOOK  FOR  QUALITY,  DEPENDABLE  COVERAGE  OUTSIDE  THEIR  NETWOR 


TALK  TO  US 

Ejbyline  provides  software  and  services  for  profession 
journalists  and  news  publishers  around  the  globe. 


iolear 

5sAt 

w\ 


THE  WEB  HAS  FRAGMENTED  THE  NEWS  EXPERIENCE. 


NEW  NEWSROOMS  ARE  RESPONDING  WITH  A  BETTER 
USE  OF  RESOURCES  -  MAXIMIZING  BRAND  POWER  AND 
£5  BROADENING  CONTENT  OFFERINGS. 


COMPLETED 


Newsrooms  LOVE  IT  because 


Elbyline  helps  by  expanding  coverage 
I  and  improving  newsroom  economics 


The  Virtual  Newsroom  automates  existing  freelancer  workflow 
including  payments,  agreements  and  tax  management 


Publishers  and 
Editors  can; 


Assign  Stories 
Manage  Freelancer 
Workflow 
Track  &  Measure 
Expenses 
Make  Payments 
Manage  1099’s 
Manage  1C 
Agreements 


Pitch  Ideas 
Get  Assignments 
Deliver  Stories 
Invoice  Publishers 
Get  PAID! 


Publishers  can  also  market 
their  content  to  other  news 
organizations  for  MORE  REVENUE 


^0 learn  mare,  or  to  schedule  a  demo,  reach  us  at: 

.]S  Angeles:  15260  Ventura  Blvd.,  Suite  800,  Sherman  Oaks,  CA.  818.570.2175 
3  w  York:  917.740.0875,  www.ebyline.com.  Main  Phone:  818.570.2175 


Need  a  mobile 
solution  to  automate 


subscriptions? 

As  newspapers  and  their  readers 
continue  to  expand  into  the  digital 
world,  so  must  their  sales  and 
marketing  teams.  The  days  of  taking  down  a 
customer’s  information  and  starting  a  new  subscrip¬ 
tion  manually  are  passing.  Such  techniques  are 
outdated,  unsecure,  time  consuming  and  costly, 
and  so  newspapers  must  look  to  mobile  solutions 
for  fulfilling  subscriptions  in  the  field.  One  popular 
solution  is  a  new  application  that  runs  on  an  iPad, 
iPhone  or  any  Android-based  mobile  device  called 
Mobile  Subscriptions.  Around  the  country,  newspa¬ 
per  circulation  and  marketing  departments  have 
begun  using  Mobile  Subscriptions  to  fulfill  subscrip¬ 
tion  orders,  support  direct  sales,  and  reduce  back¬ 
end  costs. 

Developed  by  Marketing  G2,  Mobile  Subscriptions 
is  compatible  with  any  Apple  or  Android-based 
smart  phone  or  tablet,  giving  sales  teams  a  choice 
of  which  device  they  prefer  to  be  equipped  with. 
Previously,  specialized  mobile  devices  that  were 
used  by  newspapers  for  taking  orders  were  expen¬ 
sive  and  only  used  for  that  specific  operation.  How¬ 
ever,  with  eMarketer.com  predicting  that  90  million 
Americans  will  use  a  tablet  device  by  2014,  it 
makes  sense  for  subscription-based  industries  to 
make  the  switch  to  these  consumer-friendly  devices 
that  can  be  used  for  multiple  purposes. 

With  the  Mobile  Subscriptions  solution,  newspaper 
sales  teams  have  the  option  of  using  an  iPad, 
iPhone  or  Android  device  to  collect  subscription  or¬ 
ders  wherever  they  are — at  a  ball  game,  in  a  super¬ 
market  or  at  the  county  fair.  The  application 
connects  in  real  time  to  the  newspaper's  circulation 
database  and  third  party  databases  to  allow  a  sales 
rep  to  look  up  a  prospect’s  information  using  only  a 
phone  number.  They  can  instantly  see  if  delivery  is 
available  in  the  prospect’s  area  and  what  promo¬ 


- :  The  G2  Suite  by  Marketing  G2 


tions  are  offered.  After  verifying  the  address  online  with 
the  LISPS,  the  rep  can  input  credit  card  information 
safely  and  securely,  choose  the  subscription  start  date, 
email  a  receipt  to  the  customer  and  transfer  all  the  data 
directly  to  the  newspaper.  Presto! Anew  order  has  been 
fulfilled. 

Mobile  Subscriptions  is  built  around  Solicitor  Concierge, 
a  web-based  portal  that  provides  newspapers  and  sales 
partners  with  tools  for  reporting,  building  and  managing 
offers  and  administrative  functions  to  manage  sales 
teams.  Solicitor  Concierge  allows  newspapers  to  create 
promotional  offers,  verify  active  subscribers,  balances, 
and  routing  information,  set  monthly,  recurring  payment 
offers  and — most  importantly — receive  new  starts  from 
mobile  devices  equipped  with  Mobile  Subscriptions. 

Thanks  to  the  mobUity  and  low  cost  of  the  hardware, 
sales  partners  are  empowered  with  more  information  at 
the  time  of  sale,  subscribers  get  faster  delivery  and 
companies  save  money  by  eliminating  the  processing  of 
paper  forms. 

“This  technology  is  the  next  generation  of  mobile  sales 
automation.  No  matter  what  the  size  of  your  organiza¬ 
tion,  if  you  have  a  smart  phone,  you  can  use  the  Mobile 
Subscriptions  application,"  said  Marketing  G2  president 
Patrick  Glennon. 

To  learn  more  about  Mobile  Subscriptions  and  the  G2  Suite, 
visit  http://bit.ly/marketingg2  to  view  a  short  video  presentation 
or  www.marketing2.com  for  sales  information. 
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Reduce  costs  anu  increase  ccuracy  with  automated  subscriber 
'Mlfillrniint  tools  from  Mark-rting  C2.  Our  Mobile  Subscriptions  application 
works  with  all  Android  and  iOS  mobile  devices  so  you  can  easily  capture  sales  in  the 
field  and  communicate  with  your  marketing  database  back  at  the  office. 

»  Empower  sales  reps  with  more  information  at  the  time  of  sale. 

»  Give  subscribers  faster  delivery  and  a  better  customer  service  experience. 

»  Remove  human  error,  save  money  and  eliminate  paper  forms. 

Learn  more  http://on.fb.me/MarketingG2 


Marketing  G2:  Celebrating  ten  years  of  meeting  the  needs  of 
newspapers,  cable  operators  and  other  subscription-based  companies. 
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Keith  Wilson  has  been  promoted  to  pres- 
^  Y  ident  of  the  Northeast  Tennessee  Media 

I  Group,  a  newly  formed  organization 

^  ^)  operating  the  Kingsport  (Tenn.)  Times- 

'  ^  News,  Johnson  City  (Tenn.)  Press,  and  all 

^  associated  digital  operations  and 

supporting  entities.  He  will  continue  as 
mUH  publisher  of  the  Times-News.  Wilson 
Joined  the  paper  in  1986  as  advertising 
director  and  was  named  publisher  in  1993. 


■*  ■ 

4I« 


Chris  Lee  has  been 
named  publisher  of 
the  Deseret  News  in 
Salt  Lake  City,  Utah. 
Lee  joined  the  publi¬ 
cation  in  June  2010. 
Prior  to  this  appoint¬ 
ment,  he  serv'ed  as  vice  president 
of  digital.  Pre\'iously,  Lee  was 
chairman  and  CEO  at  Heritage 
Makers,  director  of  new  business 
development  for  Ancestiy.com, 
and  director  of  product  manage¬ 
ment  for  MyFamily.com.  Lee  was 
recently  nominated  to  a  three-year 
term  on  the  board  of  the  Suburban 
Newspaper  Association  of 
America,  assisting  in  its  transition 
to  the  Local  Media  Association. 

Ron  Smith  has  been  named  pub¬ 
lisher  of  The  Goshen  (Ind.)  News. 
He  succeeds  Jim  Kroemer.  Smith 
previously  served  as  publisher  of 
the  Washington  (Ind.)  Times- 
Herald  for  the  past  11  years.  Smith 
started  his  newspaper  career  as  cir¬ 
culation  department  district  man¬ 
ager  of  the  Tribune-Star  in  Terre 
Haute,  Ind.,  and  later  became  cir¬ 
culation  director.  He  took  the  same 
position  with  the  Commercial- 
News  in  Danville,  Ill.,  where  he 
served  until  being  named  publisher 
of  the  Times-Herald. 
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Shannon  Ricker  has  been  named 
group  publisher  for  Sun  Media,  fol¬ 
lowing  the  retirement  of  former  pub¬ 
lisher  Don  Gage.  Based  in  Ontario, 
Canada,  Sun  Media  includes  the 
Toronto  Sun  and  Journal  de 
Montreal  among  other  papers. 

Ricker  has  been  in  the  new'spaper 
business  since  1988,  working  as  cir¬ 
culation  manager,  general  sales  man¬ 
ager,  and  general  manager. 

Rob  Jiranek  has  been 
f  named  chief  operating 

officer  with  Southcomm 
W  Inc.  As  COO,  he  will 
oversee  Southcomm’s 
publishing  operations 
/  ^  in  multiple  markets 
where  the  company  operates  leading 
weekly  newspapers.  Jiranek  was  for¬ 
merly  vice  president  of  niche  pub¬ 
lishing  at  The  Commercial  Appeal  in 
Memphis,  Tenn.,  where  he  led  the 
launch  of  the  company’s  multi-title 
niche  publishing  division.  Prior  to 
that,  Jiranek  served  as  partner  and 
group  publisher  of  Portico 
Publishing. 

Jon  K.  Broadbooks  has  resigned  as 
executive  editor  of  The  State 
Journal-Register  in  Springfield,  Ill., 
to  become  director  of  communica¬ 


tions  for  the  Illinois  Association  of 
Realtors.  Broadbooks  joined  the 
publication  in  2008.  He  has  edited 
papers  in  New  York,  Mississippi, 
and  Texas.  He  is  in  his  second 
term  on  the  national  board  of  The 
Associated  Press  Media  Editors 
and  serves  on  the  board  of  the 
Illinois  Associated  Press  Editors 
Association. 

Mizell  Stewart  III  has 
been  named  vice 
president  of  content 
for  the  Scripps  news¬ 
paper  group.  In  his 
new  role,  Stewart  will 
be  responsible  for 
developing  content  strategy  and 
directly  overseeing  the  creation, 
curation,  and  production  of  news, 
information,  and  entertainment 
for  print  and  digital  platforms  in 
the  13  Scripps  newspaper  markets. 

All  Scripps  editors  will  report 
directly  to  Stewart.  Since  2007, 
Stewart  had  served  as  editor  of  the 
Evansrille  (Ind.)  Courier  &  Press. 

Paul  Edwards  has  been  named 
editor  of  the  Deseret  News  in  Salt 
Lake  City',  Utah.  Edwards  will 
continue  to  oversee  the  opinion 
and  faith  sections  of  the  paper, 
which  he  has  done  since 
September  2010.  Prior  to  joining 
the  publication,  Edw'ards  served  as 
executive  vice  president  and 
provost  at  Southern  Virginia 
University.  Before  that,  he  was 
president  of  the  Mercatus  Center 
at  George  Mason  University,  and 
vice  president  of  academic  affairs 
at  the  Institute  for  Humane 
Studies,  also  at  George  Mason. 

Mike  Jacobs  has 
'  'n  stepped  down  as  edi- 
Grand 

\  Forks  (N.D.)  Herald 

to  lead  the  launch  of 
^  a  new  Midwest  news 

^  service  by  Forum 

Communications  Co.  Jacobs  has 
served  as  editor  since  1984.  He 
will  continue  to  serve  as  publisher, 
overseeing  the  paper’s  day-to-day 
operations.  While  Jacobs  was  edi¬ 
tor,  the  paper  was  honored  with  a 
Pulitzer  Prize  for  Public  Service  in 
1998.  Jacobs  will  continue  to  serve 
as  the  Heralds  editor  until  a 
replacement  is  found. 
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Mark  Kortekaas  has  been  named 
senior  vice  president  of  digital  at 
USA  Todays  Sports  Media 
Group.  A  veteran  of  more  than  20 
years  in  digital  multimedia, 
Kortekaas  was  most  recently  based 
in  London,  where  he  serv'ed  as 
general  manager  of  the  BBC’s 
online  technology'  group  and,  pre¬ 
viously,  as  its  controller  for  audio, 
music,  and  mobile.  Prior  to  that, 
he  served  as  senior  vice  president 
and  chief  technology'  officer  for 
CBS  Interactive,  was  senior  vice 
president  for  technology  at  Sony 
Online  lintertainment,  and  served 
as  director  of  technology'  at  NBC. 

Paul  Davis  has  retired  as  director 
of  sales  and  advertising  with 
Soathside  Reporter  in  San 
Antonio,  Texas,  after  35  years  of 
service  in  the  newspaper  industry. 
Starting  in  1996,  Davis  spent  10 
years  as  the  paper’s  publisher. 
Davis’  newspaper  career  began  in 
1976,  when  he  worked  at  what  was 
then  called  the  Weekly  Herald  in 
Universal  City,  Texas.  Davis  has 
served  as  publisher  of  the  Herald 
Newspaper  Group,  and  retail  sales 
manager  and  advertising  system 
director  for  the  San  Antonio 
(Texas)  Light.  Davis  is  also  a  past 
president  of  the  Texas  Community- 
Newspapers  Association. 

Wayne  Parrish  has 
*  been  promoted  to 
A;  chief  operating  officer 

of  Postmedia 
'  Network.  In  his  new 
w  role,  Parrish  will  con- 
Jm  tinue  to  oversee 
Postmedia’s  transformation  and 
business  development,  and  will 
also  oversee  the  operations  of  all  of 
Postmedia’s  newspaper  operations. 

Tom  Bodkin  has  been  promoted  to 
deputy  managing  editor  of  The  New 
York  Times.  Bodkin,  who  has  been 
the  paper’s  design  director  since 
1987,  previously  held  the  position  of 
iissistant  managing  editor.  He  will 
continue  to  oversee  a  team  of  130 
art  directors,  Web  designers,  and 
graphic  artists.  Bodkin  began  his 
career  as  a  designer  for  the  CBS 
Broadcast  Group  and  sen  ed  as  an 
art  director  at  Us  magazine. 


Phil  Bronstein  has  resigned  from 
Hearst  Newspapers,  ending  a  31-year 
career  as  a  city  newsman.  Bronstein, 
editor-at-large  at  Hearst 
Newspapers  for  the  past 
four  years,  will  move 
into  a  larger  role  for  the 
Center  for  Investigative 
Reporting  in  Berkeley, 
Calif,  whete  he  is  board 
president.  At  Hearst,  he 
directed  investigative  projects, 
w'orked  on  First  Amendment  issues, 
researched  the  convergence  of  tech¬ 
nology  and  journalism,  and  wrote  a 
column  and  blog  for  The  San 
Francisco  Chronicle  and 
SFGate.com. 


John  Hillkirk  has  been  named  senior 
editor  for  investigative  journalism  at 
USA  Today.  He  previously  served  as 
editor-in-chief  of  the  publication. 
Executive  editor  Susan  Weiss  will 
step  in  to  run  the  newsroom  until  a 
permanent  replacement  is  found. 

Dave  Goldiner  has  been  appointed 
deputy  director  at  The  Jewish  Daily 
Forward.  He  previously  served  as  a 
temporary  replacement  for  the  direc¬ 
tor  of  digital  media  at  the  publica¬ 
tion.  Before  that,  he  was  a  staff 
writer  at  the  New  York  Daily  News. 

Peter  Foster  has  been  appointed 
U.S.  editor  for  Telegraph  Media 
Group,  replacing  Toby  Hamden. 
Foster  will  be  based  in  Washington, 
D.C.,  writing  for  The  Daily 
Telegraph,  The  Sunday  Telegraph, 
and  Telegraph.co.uk.  He  previously- 
served  as  Beijing  correspondent. 


while 
as  the 
1998. 


Rick  Hall  has  been 
named  Utah  edition 
editor  with  the  Deseret 
News  in  Salt  Lake  City, 
Utah.  Hall  has  been  on 
staff  at  the  Deseret 
New's  since  1974,  when 
he  began ^s  a  copy  boy 
in  high  school.  Hall  has  served 
paper’s  managing  editor  since 


Simon  Jennings  has  been  named 
chief  revenue  and  digital  officer 
with  Postmedia  Netw-ork.  In  his 
new  role,-  he  will  lead  digital  and 
sales  teams  with  the  objectives  of 


Craig  Roth  has 
been  appointed 
senior  vice  presi¬ 
dent  of  sales  vi/ith 
Managing  Editor 
Inc.  He  will  devel¬ 
op  strategies  and 
identify  new  areas  of  opportunity 
for  MEI,  while  focusing  on  help¬ 
ing  clients  leverage  technology  to 
meet  new  challenges  in  digital 
publishing.  Roth  has  led  publish¬ 
ing  and  sales  teams  for  numer¬ 
ous  titles  in  a  wide  variety  of 
media,  including  technology 
news,  and  analysis.  Prior  to  join¬ 
ing  MEI.  he  worked  at  Hearst 
Business  Media,  CMP-United 
Business  Media,  Vendome 
Group,  Advanstar,  and  Penton. 


accelerating  revenue  generation 
and  strategic  product  develop¬ 
ment.  Jennings  most  recently 
serv  ed  as  executive  v-ice  president 
of  Torstar  Digital  and  president  of 
Olive  Media. 


Colin  Myier  has  been  appointed  edi¬ 
tor-in-chief  of  the  New  York  Daily 
News  and  N\T)ailyNevvs.com. 
During  a  40-year  career  in  journal¬ 
ism,  Myier  has  held  senior  e.xecutive 
positions  at  leading  British  and 
American  media  companies,  most 
recently-  as  editor  oi  News  of  the 
World.  He  spent  five  years  from 
December  2001  until  January-  2007 
as  managing  editor  and  e.xecutive 
editor  of  the  New  York  Post. 


Eric  Garvin  has 
^  been  named  The 

LraiMCry  Associated  Press’s 
social  media  editor. 
Carvf  n  vv-ill  lead  AP’s 
ongoing  social 
media  efforts,  coor¬ 
dinating  w-ith  all 
national  and  inter¬ 
national  regions,  verticals,  and  for¬ 
mats.  For  the  past  two  years,  Garvin 
has  been  a  new  s  producer  at  the 
Nerve  Center,  the  central  editorial 
desk  at  AP’s  headquarters. 
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Samantha  Melamed  has  been 
appointed  news  editor 
at  Philadelphia  City  Paper.  She 
replaces  Isaiah  Thompson,  who  has 
been  named  senior  stalf 
writer.  Melamed  most  recently 
sen’ed  as  executive  editor  at  South 
Jersey  Magazine  and  editor-in-chief 
at  South  Jersey  Biz  magazine. 

Dan  Thomas  has 
been  named  senior 
vice  president  of 
strategic  accounts 
for  USA  Today.  He 
will  be  responsible 
for  overseeing  an 
advertising  sales  team  focused  on 
new  business  acquisition. 

Thomas  joins  USA  Today 
from  Sony  Pictures 
Television,  where  he  was  senior 
vice  president  of  branded  enter¬ 
tainment  since  2009- 

Ron  Wallace  has  left  his  position 
as  publisher  with  the  Daily 
Commercial  in  Leesburg,  Fla. 
Wallace  has  been  publisher  since 
2004,  overseeing  the  newspaper 
operations  of  the  Daily 
Commercial,  the  South  l^ke  Press, 
and  the  free  Commercial  Press. 

Rolando  Pujol  has  joined  the  New 
York  Daily  News  as  multimedia 
editor.  He  most  recently  served  as 
a  managing  editor  of  amNewYork. 

James  Ball  has  been  appointed  fea¬ 
tures  and  entertainment  editor  at  the 
Reno  (Nev.)  Gazette-Journal,  replac¬ 
ing  Mimi  Beck  Knudsen.  He  previ¬ 
ously  sen  ed  as  the  paper's  assistant 
digital  media  editor. 

Managing  editor  for  digital  news 
at  National  Public  Radio  Mark 
Stencel  and  journalist  and  journal¬ 
ism  instructor  Mary  Stapp  have 
been  elected  to  the  Student  Press 
Law  Center’s  Board  of  Directors. 
Stencel  began  his  career  at  The 
Washington  Post  and  previously 
served  as  executive  editor  and 
deput)’  publisher  at  Governing 
magazine.  Before  Stapp  taught 
high  school  journalism,  she  vvTote 
for  The  Miami  News  and  Fort 
Lauderdale  News  (now  the  South 
Florida  Sun-Sentinel). 


Greg  Grifiin  has  been  named 
deputy  business  editor  at  The 
Denver  Post.  He  most  recently 
serv'ed  as  a  reporter  covering  the  job 
market,  small  business,  and  labor 
issues. 

Jeffrey  Haar  has  been  named  e.xecu- 
tive  vice  president,  legal  and  general 
counsel  with  Postmedia  Network. 
Haar  most  recently  sensed  as  senior 
vice  president,  legal  and  corporate 
secretaiy  at  Brookfield  Asset 
Management. 

Sylvia  Stead  has  been  appointed  The 
Globe  and  Mails  first  public  editor. 
In  her  new  role,  she  will  address 
issues  of  journalistic  integrity,  inves¬ 
tigate  complaints,  respond  to  read¬ 
ers,  work  with  industry  groups,  and 
manage  legal  concerns.  Stead  joined 
the  Globe  in  1975  and  has  serv  ed  as 
executive  editor,  deputy'  editor, 
national  editor,  and  most  recently, 
associate  editor. 


Herman  Spencer  has 
been  named  imaging 
administrator  with  the 
McClatchy  News 
Systems  Group,  which 
supports  the  company’s 
NewsGate  news  pub¬ 
lishing  platform.  In  this  role, 
Spencer  will  be  responsible  for  the 
image  management  system 
Intellitune.  He  will  also  be  responsi¬ 
ble  for  graphic  management 
processes  and  for  expanding  the  use 
of  Intellitune  company-wide. 
Spencer  previously  serv'ed  as  region¬ 
al  content  and  output  systems  ana¬ 
lyst  for  the  Southeast  IT  Group. 


3^  '  Tom  Curley  has 

announced  he  will 
resign  from  his  position 
"T!  as  president  and  CEO 
of  The  Associated 
'  Press.  He  will  stay  on 
until  a  successor  is  in 
place.  Curley,  who  has  been  in  his 
position  since  2003,  helped  chart 
AP’s  move  into  the  digital  space, 
advocated  for  open  government, 
and  expanded  the  AP  into  critical 
hot  spots,  including  North  Korea 
and  Pakistan.  Before  joining  the  AP, 
he  served  as  president  and  publisher 
of  USA  Today. 


Jack  Sweeney  has  been  named 
chairman  of  the  Houston 
Chronicle.  Sw  eeney  becomes  chair¬ 
man  after  more  than  11  years  as 
president  and  publisher  and  more 
than  30  years  with  the  paper.  He 
first  joined  the  Chronicle  as  adver¬ 
tising  director  in  1980  and  was  pro¬ 
moted  to  director  of  sales  and  mar¬ 
keting  in  1983,  vice  president  of 
sales  and  marketing  in  1986,  and 
vice  president  and  general  manager 
in  1991.  Sweeney  was  named  presi¬ 
dent  and  associate  publisher  in  1998 
and  publi.sher  in  2000.  Sweeney  is 
an  active  participant  in  the 
Newspaper  Association  of  America, 
having  serv'ed  as  a  member  of  the . 
organization’s  board  of  directors 
and  executive  committee.  He  is  also 
a  board  member  of  the  Texas  Daily 
Newspaper  Association. 

John  C.  Mclieon  has  been  named 
president  and  publisher  of  the 
San  Antonio  Express-News. 

Most  recently,  McKeon  served  as 
president  and  general  manager  of 
The  Dallas  Morning  News  since 
October  2007.  Prior  to  that,  he 
served  as  president  of  MediaNews 
Group’s  Los  Angeles  Newspaper 
!  Group  from  2006  of  2007;  senior 
vice  president  of  marketing  for 
Knight-Ridder  Newspapers  from 
2005  to  2006;  general  manager  of 
Newsday  from  2004  to  2005;  pres¬ 
ident  and  general  manager  of  the 
South  Florida  Sun-Sentinel/WBLZ 
from  2001  to  2004;  and  senior  vice 
president  of  marketing  and  adver¬ 
tising  for  the  Los  Angeles  Times 
from  1998  to  2001. 

Thomas  A.  Stephenson  has  been 
named  publisher  of  the  Houston 
Chronicle.  In  his  new  role, 
Stephenson  will  have  operating 
responsibility  for  the  daily  as  w'ell 
as  Hearst’s  other  Texas  communi¬ 
ty  papers.  He  most  recently  served 
as  president  and  publisher  of  the 
San  Antonio  Express-News  since 
2005  and  before  that,  executive 
vice  president  and  general  manag¬ 
er.  Stephenson  joined  the 
Express-News  in  March  1997  as 
senior  vice  president  of  operations 
and  administration  following  a 
22-year  career  with  Knight- 
Ridder  Newspapers. 
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P.O.  Box  627,  Raymond  WA  98577 
I  (360)  942-3560  I 

www.gaugermedia.com  I 

www.editorandpublisher.com 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references  HbdH 
(214)  265-9300  Ted  Rickenbachet 

I  Rickenbacher  Media  i 

6731  Desco  Or.,  Dallas,  TX  75225  j 

I  rmedia@msn.com  •  www.rickenbachermedia.com  \ 


NEWSPAPERS 

EVERYWHERE 

could  be  making  very  big 
12  money  from  this  kind  of 
N  concept  and  this  kind  of 
M  content.  Call  me  about  a 
H  proposal  called  “Money 
M  Grows  on  Trees  and  other 
^  Natural  Scenes.” 

^  Call  Robert  Barrows  at  ^ 

R.M.  Ban  3WS  Advertising  Q 

:  650-344-4405  fi 

^  www.barrows.com  ” 


haveuread 
r  newsletter? 

nationalmediasales.com 


TO  PLACE  AN  AD  IN  E&P 
CALL  1-800-887-1615 


Publications  For  Sale 


PROFITABLE  AWARD-WINNING 
MIDWEST  WEEKLY  NEWSPAPER 

Rapidly  growing  community  plus 
steady  seasonal  tourist  area.  Family 
owned  and  operated  for  more  than 
35  years.  A  nice  fit  for  a  single  opera¬ 
tor  or  as  part  of  an  existing  printing 
operation  or  publishing  group. 
Serious  inquires  only. 

Please  email: 

newspaperforsaleS  1  @yahoo.com 
or  call  Charlie  Wrubel:  201-519-6973 


FOR  SALE  BY  KAMEN  &  CO. 

Tampa,  FL  Minority  Weekly,  Long 
Island  NY  Weekly  Newspaper  Group, 
Chicago  IL  Regional  Mag  w/108,000 
circ  distributed  in  2  major  newspapers 
bi-monthly,  CT  Health  &  Wellness  Mag, 
Wash.  DC  &  VA  Dog/Pet  Mag,  Nat'l 
Environmental  Mag,  Major  B2B  Auto 
Mag,  AZ  and  Eastern,  PA  Regional 
Mags.  AviationyPilot  Newspaper. 

SI 6-379-2797*  mfo@KarrKnGroup.com 


Advertise  directly  to 
the  industry  in 

I  EDITORLt  PUBLISHER 

12  KDITORix  1*1  Bl.ESHKR  71 
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Phone:  800-887-1 61 5 


CLASSIFIED  ADVERTISING 


Fax:  866-605-2323 


Help  Wanted 


Help  Wanted 


E&^P 


EDITORt'PUULlSHtR 


HELP  WANTED 
AD  SPECIAL! 


Up  to  100  words: 

$75.“ 

Additional  copy: 

$25.®® 


WRITER  -  REPORTER 
Litchfield  County  CT  Enterprise 

Craving  an  opportunity  and  an  envi¬ 
ronment  where  journalism  still 
thrives?  The  Republican-American 
has  one  of  the  best  writing  and  re¬ 
porting  jobs  in  Connecticut;  Litch¬ 
field  County  enterprise.  News  and 
features  short-  and  long-term  proj¬ 
ects  the  potential's  here  for  the  can¬ 
didate  who  has  a  sharp  eye  for  trends 
and  story  telling  opportunities. 
Litchfield  County  is  one  of  Connecti¬ 
cut’s  wealthiest  and  most  scenic.  The 
bucolic  Litchfield  Hills  melt  down  in¬ 
to  former  mill  towns  struggling  to  re¬ 
invent  themselves.  It  is  home  to  mov¬ 
ie  stars  and  the  literati;  full  of  old 
Yankee  estates  and  an  increasingly 
diverse  working  class.  This  job  seeks 
to  regularly  develop  local  news  into 
front-page  packages  for  both  print 
and  multimedia.  Minimum  2  years 
daily  reporting  and  multimedia  expe- 


per  35  word  increment. 


Add  the  Web  for 


$50.< 


regardless  of  the  length  of  the  ad! 


For  more  information  or  to  place  an  ad. 
call  Jon  Sorenson  at 

1-800-887-1615 


Email  resume  and  clips  to 
ra-hr^rep-am.com 
Subject  line  must  include 
Litchfield  Enterprise  2-12. 
Mail;  Republican-American 
89  Meadow  St. 
Waterbury  CT  06702. 
Excellent  benefits  including 
401(k)  with  company  match. 
Equal  Opportunity  Employer. 


EDITORe^’PUBLISHER 


I  ADVERTISING  SALES  POSITION  I 


Editor  &  Publisher  seeks  an  individual  w/ho  can  build  relation¬ 
ships  and  grow  business.  Sales  responsibilities  include  our 
award  winning  128  year  old  magazine,  digital  media  and 
industry  directories. 

Some  travel  required  and  experience  is  necessary.  Able  to  work 
from  Irvine  office  preferable,  but  not  a  deal  killer. 

Salary,  commission  and  company  benefits. 


Please  send  resume  and  salary  requirements  to: 

jobs2@duncanmcintoshco.com 


Newsletters 


Newsletters 


have  tt  read  r  newsletter? 


www.nationalmediasales.com 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 


“Worldw  ide  Marketing  of  Commercial 
Web  and  Newspaper  Presses” 


PRESSES  WANTED:  GOSS  COMMUNITY,  URBAN¬ 
ITE,  METRO  &  UNIVERSAL:  HARRIS  VI 5D,  V25,  V30: 

SOLNA;  KING;  TENSOR;  &  DAUPHIN 


FOR  SALE:  FOUR  UNIT  1996  GOSS  COMMUNITY, 
TWO  UNIT  1998  NEWS  KING;  SIX  UNIT  1991  HARRIS 
VI 5D 


NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  j.newman@attglobal.net 


FOR 

•  1 1 -unit  Goss  SC  w/SSC 
quarter  folder  &  upper  former 

•  10-unit  Goss  w/  SSC  4-high 
•9-unit  Goss  SC  -  folder 

w/SSC  qtr  folder  &  u.f. 

•  8-unit  Goss  SC/SSC  w/UOP 
•7-unjt  Goss  Community 


SALE 

•  1300  series  Urbanite  units 

•  8-unit  Goss  Urbanite 

•  10-unit  Goss  Cosmo  press 

•  JAROIS  flying  autopasters 
(2002) 

•9-unit  Goss  Metro  Offset 

•  22”  Goss  Metroliner  press 


NEWSPAPER  MACHINERY  LLC 


(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 


EDITOR  ti  PUBLISHER 

2010  MARKET  GUIDE 


Close  Out  Sale 


$89 

While  Supplies  Last 


Order  online  now 


Goto: 

mediainfo.com/marketguide 


Call  in  your  order,  toll  free 
at  1-888-732-7323  or 
949-660-61 50  (outside  US) 


Complete  20 1 2  Directory  of  Newspaper 
Markets  and  Demographics.  Coming  Soon! 


WR  91  si  edition  1  ^ 

DAILIES  I  inihllSIllR' 


3  Volume  Set:  1 )  Dailies,  2)  Weeklies,  3)  Contact  Directory 


New  for  201 2:  Online  searchable  data  center 

•  Dynamic  information  updates 

•  Instant  data  downloads 

•  Easy  navigation 

E&fP 

EDITORyPUBLISHER 

For  more  information,  please  contact  us  at: 

(888)  732-7323;  (949)  660-6150  (outside  U.S.) 
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Shoptalk/Com  men  fa  ri/ 

The  Commercialization  of  News 


have  lost  their  way 


Why  some  organizations  may 

BY  DOUG  SPERO 

On  Thursday  evening,  Jan.  19, 
2012,  the  American  people 
were  treated  to  an  interview 
on  “Nightline"  with  Mariimne  Gin¬ 
grich,  former  wife  of  Republican  presi¬ 
dential  candidate  Newl  Gingrich.  The 
interview  was  promoted  to  reveal  scan¬ 
dalous  details  about  the  character  of 
Mr.  Gingrich  in  a  blatant  attempt  to 
railroad  his  political  ambitions. 

The  bigger  issue  here  is  not  the 
details  of  the  “he  said,  she  said"  inter¬ 
view,  but  rather  the  behavior  of  a  spe¬ 
cific  news  network  acting  carelessly 
and  unethicalh'.  As  a  veteran  network 
news  reporter  and  news  director,  I  was 
ashamed  of  my  profession. 

Ethically,  this  particular  news  net¬ 
work  showed  a  blatant  disregard  and 
lack  of  respect  for  the  codes  of  ethics 
that  govern  the  business.  This  inter¬ 
view  was  nothing  but  a  cheap  political 
shot  intended  to  derail  Gingrich's 
campaign.  WTiy  on  Earth  would  any 
news  network  stoop  to  this  level? 

The  issue  may  be  two-fold.  First 
and  foremost  this  was  done  for  rat¬ 
ings.  I,  however,  would  aipae  that  any 
short-term  ratings  boost  could  easily 
backfire,  as  Gingrich  is  capable  of 
dressing  down  “gotcha"  questions 
from  reporters.  All  news  networks 
want  scoops,  but  news  e.\ecutives  and 
producers  need  to  make  decisions  on 
what  to  air  veiy  carefully. 

Se«)nd,  it's  hard  to  look  past  the 
perceived  liberal  bias  of  national  news 
networks.  As  sometme  who  worked  for 
two  of  the  big  three  news  networks, 
for  25  years  in  New  York,  I  never 
observed  or  was  part  of  a  liberal  bias. 
However,  making  the  decision  to  run 
this  interview  shortly  before  the  South 
Carolina  primaiy  is  unethical,  politi¬ 
cally  chained,  and  furthers  the  idea 
that  network  news  is  “in  the  tank”  for 
Democrats.  And  it’s  hard  to  argue  with 


that.  After  all,  when  is  the  last  time  a 
major  news  network  pulled  this  kind 
of  a  stunt  with  a  Democrat? 

The  Societ)'  of  Professional 
Journalists  (SPJ)  and  the  Radio 
Television  Digital  News  Association 
(RTDNA)  both  have  codes  of  ethics 
that  govern  behavior  by  new  s  organi¬ 
zations.  Airing  this  interview  violates 
multiple  clauses  of  both  the  SPJ  and 
RTDNA  codes  of  ethics. 

For  example,  the  SPJ  ethics  code 
says  journalists  should  “diligently  seek 
out  subjects  of  news  stories  to  give 
them  the  opportunity  to  respond  to 
allegations  of  wTongdoing.” 

I  know  ABC  investigators  tried  to 
get  a  comment  from  the  Gingrich 
campaign,  but  the  request  was 
denied.  WTiy  would  Gingrich’s  cam¬ 
paign  w  ant  to  comment  on  a  program 
that  had  already  indicted  him? 

It  is  impossible  for  Gingrich’s  cam¬ 
paign  to  be  able  to  react  reasonably 
within  35  hours  after  the  interview  has 
aired.  In  this  case,  the  news  organiza¬ 
tion  is  the  judge  and  jurv’.  The  airing  of 
this  interview  did  not  allow  for  a  prop¬ 
er  hearing  and  response  from  the 
Gingrich  camp.  In  one  sense,  all  a  net¬ 
work  has  to  do  is  create  enough  doubt 
surrounding  a  candidate  and  the  dam¬ 
age  is  done.  For  Gingrich,  this  in  fact, 
might  be  the  blow  that  ends  his  cam¬ 
paign,  or  for  that  matter,  it  may  back¬ 
fire  and  be  the  ignition  point  he  needs 
to  overcome  his  opposition. 

The  RTDNA  code  of  ethics  says 
that  journalists  and  producers  should 
“provide  a  ftill  range  of  information  to 
enable  tbe  public  to  make  enlightened 
decisions."  This  part  of  the  public  tmst 
was  violated  when  the  interview 
aired.  It’s  no  secret  that  Gingrich  has 
had  multiple  marriages,  but  major 
details  of  his  personal  life  have  not 
been  made  public  until  now  —  less 
than  35  hours  before  the  South 
Carolina  primaiy.  Timing  is  eveiy- 


thing,  and  producers  should  have 
exercised  better  judgment  before  air¬ 
ing  this  interview.  Where  were  they  a 
month  or  two  ago? 

It  is  unfortunate  when  news  net¬ 
works  themselves  become  the 
stoiy.  News  agencies  that  serv'e  the 
public  should  striv  e  to  never 
become  the  stoiy.  The  stoiy  should 
hav  e  been  about  the  contents  of  the 
intenievv.  Now,  the  main  question 
surrounds  why  the  interview  aired 
in  the  first  place.  It  was  also  regret¬ 
table  that  CNN  chose  to  ask  Gingrich 
about  this  controversy  as  the  lead 
question  of  the  debate  Thursday  night 
when  there  are  so  many  national  and 
international  issues  that  have  more 
meaning  to  the  American  public  than 
dealing  with  an  ex-wife  and  her  per¬ 
sonal  issues. 

I  am  not  saving  that  character 
issues  should  be  left  out  of  presidential 
debates.  We  need  a  strong  independ¬ 
ent  press  to  investigate  that 
aspect.  WTiat  I  am  opposed  to  is  the 
method  with  which  it  was  done.  ABC’s 
“Nightline”  program  took  the  form  of 
a  political  witch-hunt. 

We  as  consumers  must  demand 
more  accountability’  fiom  our  new’s 
agencies.  The  timing  of  when  this 
interview  aired  w  as  more  than  unfor¬ 
tunate.  Television  producers  deliber-  | 
ately  tried  to  write  the  hi.storv’  books, 
and  that  is  shamefiil.  ABC  and  CNN 
need  to  e.xercise  some  institutional 
control  over  their  newscasts  and 
employees.  Perhaps  a  relresher  course 
on  the  code  of  ethics  for  journalists  is 
due  at  both  broadcast  news  headquar-  : 
ters.  I  believe  what  has  happened  i 
would  have  Murrow,  Cronkite,  and  ! 
Jennings  turning  ov’er  in  their  grav’es.  H'j 

Doug  Spero  is  professor  of  mass  com¬ 
munication  at  Meredith  College  in 
Raleigh,  N.C.  Spero  spent  30 years  in  i 
network  telexision  and  local  news  at  i 
CBS  and  NBC.  He  was  also  a  local  \ 
news  director  for  two  ABC  affiliates.  \ 
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Connect  with  NAA  mediaXchange  2012 

Keep  up  to  date  before,  during  and  after  the  conference. 


On  the  Web:  mediaXchange.naa.org 


•  Via  Twitter:  Tweet  using  hashtag  #NAAmXc 
j  and  follow  the  conversation  at  Twitter.com. 

I  Follow  @NAAupdates  for  onsite  coverage. 


Onsite  coverage: 

http://www.naa.org/mediaXchange 
For  registered  attendeesiThe 
mediaXchange  Network  at  match. 
presdo.com/naa-mediaxchange-2012 
helps  you  connect  with  colleagues, 
navigate  sessions  and  schedule 
appointments  with  advertisers 
and  exhibitors. 
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April  2-5, 201 2  -  Marriott  Wardman  Park 


Join  Newspaper  Media 
Industry  Leaders  in  i 
the  Nation’s  Capital 


From  April  2-5,  the  newspaper  media 
industry  is  gathering  at  the  Marriott 
Wardman  Park  in  Washington,  D.C., 
for  NAA  mediaXchange  2012. 
Hundreds  of  newspaper  media  professionals 
are  sharing  their  expertise  and  experience 
in  conference  sessions,  at  networking 
events  and  on  the  exchange  exhibit  floor. 
The  conference  promises  to  be  an  all- 
inclusive,  energy-filled  event,  designed 
to  help  move  the  needle  on  industry 
trends  and  best  practices.  Attendees 


are  accessing  programming  focused  on  digital, 
revenue,  audience  and  research. 

Representatives  of  more  than  35  advertisers 
and  agencies  -  representing  an  investment  of 
an  estimated  $3  billion  annually  in  newspaper 
media  -  are  meeting  with  newspaper 
executives  for  three  full  days,  making  plans 
and  commitments  for  their  201 2  advertising 
programs. 

The  exchange  features  industry  partners 
showcasing  products,  services  and  solutions.  Be 
sure  to  visit  them  to  learn  about  their  offerings. 


4  mXc 


mediaXchange.naa.org 


Show  advertisers  how  your  newspaper  will  add 
significant  unduplicated  reach  to  any  media  plan 

Introducing  Combo  Builder  Reports  from  The  Media  Audit 


Market  Houston.  TX 

Target  Annual  Household  Income  $100,000+ 

Average  Average 

Weekday/Sun  Weekday/Sun 
Media  Persons  Rating 

Section  One  Houston  Chronicle  Weekday  308.418  32  0 

Section  One  Houston  Chronicle  Sunday  434.97 1  45  1 

Late  News  KTRK-TV  Channel  13  101.441  105 

NetUnduplicated  Reach  of  Media  Mix  522.189  54.1 


Market  Chicago.  I L 

Target  Esjsiness  Owner/Partner/Capaate  Officer 


Media 

Chicago  T  ribune  Weekday 
ChicagoTribune  com  (past  v^eek) 

Net  Undupiicated  Reach  of  Media  Mix 


Average 

Weekday 

Persons 

120.115 

154.075 

210.005 


Average 
Weekd^ 
Rating 
28  3 
36  2 
49.4 


Market  Atlanta.  GA 

Target  Influence  Business  Banking  Decisions 


Media 
Cox  Radio 

Atlanta  Journal  Constitubon  WDfSun 

Net  Unduplicated  Reach  of  Media  Mix 


Cume  Persons  Cume  Rating 
183.713  47  9 

223.796  584 

293.967  76.7 


Each  of  these  examples  from  The  Media  Audit  Combo 
Builder  Reports  provides  a  powerful  story  for  daily 
newspapers  and  demonstrates  how  they  can  add 
significant  unduplicated  reach  to  an  existing  multi- 
media  plan. 

In  Houston,  for  example,  an  ad  campaiqn  targeting 
adults  who  earn  $100,000  or  more  yields  a  54.1% 
unduplicated  reach  if  the  advertiser  places  ads  in 
the  main  section  of  the  Chronicle  in  addition  to 
the  late  evening  TV  news... 

In  Chicago,  a  newspaper  campon  targeting  business 
owners,  partners  or  corporate  officers  yields  a  much 
higher  reach  if  the  Chicago  Tribune’s  website  is  added 
to  an  existing  print  buy... 

And,  in  Atlanta,  a  radio  campaign  that  targets  adults 
who  are  influential  in  business  banking  decisions  can 
be  enhanced  significantly  by  adding  the  Journal 
Constitution  to  the  buy. 


800.324.9921 

www.themediaaudit.com 


stop  by  The  Media  Audit  booth  #303  for  a  demonstration  The 

of  this  program  and  receive  a  free  report  highlighting  the  mm 

combined  undupUcated  reach  of  all  of  the  major  daily  newspapers  and  lUI  Ofl  I  ^ 

their  websites  in  the  80  markets  measured  by  The  Media  Audit.  ■  •  ■  ■  •• 

Audit 

The  most  comprehensive  media  audience  measurement 
and  consumer  intelligence  in  today’s  changing  marketplace 


their  websites  in  the  80  markets  measured  by  The  I 


Conference  and  Registration  Information 


NAA  mediaXchange  201 2  is  April  2-5  at  the 
Marriott  Wardman  Park  in  Washington, 
D.C.The  conference  kicks  off  with  an 
opening  reception  at  5:30  p.m.on 
Monday,  April  2,  and  delivers  three  days 
of  valuable  program  sessions,  social  events  and  net¬ 
working  opportunities.  Sessions  continue  through 
midday  on  Thursday,  April  5. 

More  than  35  advertisers  and  agencies  have  com¬ 
mitted  to  participating  in  the  always  popular  adver¬ 
tiser  roundtables.  In  addition,  advertisers  are  con¬ 
ducting  one-on-one  sessions  with  newspaper  sales 
executives  in  private  meeting  rooms  from  8  a.m.to 
5  p.m.  beginning  Tuesday,  April  3,  and  continuing 
through  Thursday,  April  5.  Appointments  are  set  at 


the  advertisers'  sole  discretion  -  with  full-conference, 
full-price  registrants  only.  For  a  current  list  of  partic¬ 
ipants,  see  the  hosted  advertiser  pages  at 
mediaXchange.naa.org. 

The  exchange  exhibit  hall  showcases  dozens  of 
NAA  Associate  Members  and  their  products  and 
services.  It  opens  during  the  Welcome  Reception  at 
5:30  p.m.  Monday,  April  2,  and  continues  from  7:30 
a.m.  to  6:30  p.m.  on  Tuesday,  April  3,  and 
Wednesday,  April  4. 

For  registration  rates  and  hotel  information,  visit 
mediaXchange.naa.org.  NAA  has  obtained  a  dis¬ 
counted  hotel  rate  of  $219  for  registered  attendees. 
The  required  passcode  is  provided  with  your  regis¬ 
tration  confirmation. 

media  chatfl  le 


WHEN:  April  2-5,  2012 


WHERE:  Marriott  Wardman  Park 
in  Washington,  D.C. 


REGISTER  ONLINE:  mediaXchange.naa.org 


EUllVllEtmTIONDlSCIIUIII  \  registration  fee  through  March  1 1  •  l| 


Schedule  Appointments 


The  mediaXchange  NETWORK  is  off  to  a  great  start. 
Over  600  individuals  are  already  registered  for  the 
conference  and  using  the  permission-based  NET¬ 
WORK  to  connect  with  colleagues  and  schedule 
appointments  with  hosted  advertisers  and 
exhibitors. 

If  you  are  already  registered,  visit 
http7/match.presdo.com/naa-mediaxchange-20 1 2. 


Reserve  Your  Room  Early 

NAA  has  secured  a  discounted  rate  at  the  Marriott 
Wardman  Park  in  Washington,  D.C.  A  limited  number 
of  rooms  are  available  for  registered  attendees  only. 

As  mediaXchange  2012  is  being  held  during  the 
National  Cherry  Blossom  Festival,  last-minute  hotel 
rates  will  most  likely  be  more  expensive. 

You  will  receive  the  required  reservation  passcode  with 
your  conference  registration  confirmation. 


You  can  also  use  the  Network  and  Schedule  links  from  the 
mediaXchange  website.  While  you  are  working  on  your 
own  schedule,  please  help  us  grow  the  participation  at  NAA 
mediaXchange  by  inviting  the  industry  connections  in  your 
Linkedin  and  Facebook  accounts. 

After  you  sign  in,  click  on  the  option  for  Social  Invitations 
and  follow  the  easy  instructions.  Our  most  active  "Social 
Inviters”  will  be  featured  in  profiles  on  the  mediaXchange 
home  page  and  other  marketing  communications. 
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.  sponsored  by 
USA  Weekend 


Increase  Your  Paid  Subscriptions.... 

See  us  in  Washington,  DC ' 


DOTH 


710 


April  2 ‘April  5, 2012 
Marriott  Wardman  Park 


Increase  your  paid  newspaper  subscriptions! 

Wl CW\l !  4  to  5%  new  subscription  replies 

yy  yj  yy  ,  with  this  unique  direct  response  format. 


B&W 


Point  to  Us! 
Private  Since  1965 


FREE  See  successful  samples 
from  other  newspapers. 

^  Call  now  for  pricing  or  samples! 

Toll  Free  1-877-246-3467 

www.bwpress.com 
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April  2-5, 201 2  -  Marriott  Wardman  Park 


Speakers 


Bill  Adee . Vice  President,  Digital 

Development  and  Operations,  Chicago  Tribune 

Graham  Annett . Consumer  Marketing 

Director,  Halifax  Media  Group 

Ken  Babby . Chief  Revenue  Officer, 

The  Washington  Post 

Tony  Bemados . Corporate  Vice  President, 

Digital  Media  Sales,  Morris  Communications  Co. 

Stacy  Boone . Senior  Media  Buyer, 

Target  Corp. 

Richard  Branch  . Media  Director, 

The  Sports  Authority 

Colleen  Brewer  . Vice  President,  Sales, 

Austin  American-Statesman 

Adam  Burnham  . Vice  President,  Local  Sales, 

Digital  First  Media 

Marty  Cany . Vice  President,  Advertising, 

The  Wichita  Eagle 

Roger  Castillo  . General  Manager,  Client 

Services,  OMNmedia 

Brooke  Christofferson . Vice  President  of 

Market  and  Business  Development,  Republic  Media 

Jim  Conag^ian  . Vice  President,  Research,  NAA 

Harry  Davis  . Vice  President.  Fulfillment, 

Austin  American-Statesman 

lisa  DeSisto  . Chief  Advertising  Officer  and 

General  Manager,  Boston.com 

Mario  Diez  . Chief  Executive  Officer, 

quadrantONE 

Peter  Doucette . Head  of  Circulation  and 

Digital  Subscriptions,  The  Boston  Globe 

Thomas  Edmonds  . President.  Edmonds  & 

Associates 

Paul  Farrell  . Senior  Vice  President,  Sales 

and  Marketing,  Lee  Enterprises  Inc. 

Bruce  Faulmann  . Vice  President,  Sales  and 

Marketing,  Tampa  Bay  Times 

Ray  Faust . Vice  President,  National  and 

Emerging  Media.  Star  Tribune 

Suzanna  Franks . Vice  President.  Audience, 

Lee  Enterprises  Inc. 

Sarah  Glines  . Vice  President,  Field 

Operations,  MediaNews  Group  Inc. 

Robert  Gursha . Vice  President,  Consumer 

Marketing,  Star  Tribune 


Rich  Handloff . Director  of  Consumer 

Marketing,  The  Washington  Post 

Jeff  Hartley . Vice  President, 

Circulation,  Morris  Publishing  Group 

Chris  Hendricks . Vice  President,  Interactive 

Media,  The  McClatchy  Co. 

Helen  HoSman . Vice  President,  Consumer 

Sales,  Gannett  Co.  Inc. 

Mark  Kawar . Director,  Strategy  and 

Business  Operations,  Gannett  Digital 

Rob  King . Senior  Vice  President, 

Editorial,  Digital  and  Print  Media,  ESPN 

Allen  Klosowski . Senior  Director, 

Social/Mobile,  The  Denver  Post 

David  Knight . Executive  Director,  Digital 

Media  Sales,  Halifax  Media  Group 

Michelle  Krans . Senior  Vice  President, 

Strategy  and  Development,  Gannett  Co.  Inc. 

Susan  Kresnicka . Executive  Director,  Frank  N.' 

Magid  Associates  Inc. 

Mark  Lane . Vice  President,  Sales,  Morris 

Communications  Co. 

Andy  Lobred . Vice  President,  Sales  and 

Marketing,  Media  General  Inc. 

Kirk  MacDonald . Executive  Vice  President, 

Sales,  Digital  First  Media 

Sandy  Martin . Mobile  Director,  Schurz 

Communications  Inc. 

Mike  Martoccia . Advertising  Sales  and 

Marketing  Manager,  The  Charlotte  Observer 

Derek  May . Executive  Vice  President, 

Morris  Publishing  Group 

Michael  Mayer . General  Manager, 

Recruitment/Real  Estate/General  Classifieds, 
The  Dallas  Morning  News 

Andrew  McFadden  . Manager,  Innovation  and 

Business  Development,  Enterprise  Media  (Belo) 


Hugh  McGarry  . Senior  Vice  President,  Sales 

and  Marketing,  Milwaukee  Journal  Sentinel 

Richard  Medeiros  . Vice  President,  Advertising, 

Pittsburgh  Post-Gazette 

Michael  Moreau  . Vice  President,  Digital, 

GateHouse  Media  Inc. 

Alan  Murray  . Deputy  Managing  Editor, 

Online,  The  Wall  Street  Journal 


chai^ge 


Moya  Neville . Senior  Vice  President,  Sales 

The  Atlanta  Journal-Constitution 

John  O’Loughlin  . Executive  Vice  President. 

Advertising,  Los  Angeles  Times 


Chris  Peck  . Editor,  The  Commercial 

Appeal 

David  Perpich . Vice  President,  Product 

Management.  The  New  York  Times 


AminPirani 


. Senior  Digital  Product 

Manager,  The  Dallas  Morning  News 


..Founder  and  Managing 
Partner,  61 4  Group 


Maria  Ravera 


. Directonof  Audience 

Development.  The  Sacramento  Bee 


Vijay  Ravindran . Senior  Vice  President  and 

Chief  Digital  Officer,  The  Washington  Post 


Greg  Retsinas 


. Digital  Director,  Santa  Rosa 

Press  Democrat  Media  Group 


Bob  Rose . Deputy  Managing 

Editor/Online,  St.  Louis  Post-Dispatch 

Dan  Schaub . Senior  Vice  President. 

Audience  Development,  The  Sacramento  Bee 

Sarah  Schmalbach . Director,  Paid  and  Mobile 

Products,  Philadelphia  Media  Network 

Don  Scott . Director  of  National  Sales  • 

Digital  Media,  Media  General  Inc. 

Jerry  Steinbrink . Chief  Brand  Officer. 

Philadelphia  Media  Network 

Chris  Sutton  . Director  of  Marketing. 

hhgregg  I 


GuyTasaka 


..Consultant,  The  Commercial 
AppeaLTasaka  Digital 


Jason  Taylor  . President,  Chattanooga 

Times  Free  Press 


Doug  Thomas 


...Executive  Vice  President  and 
General  Manager,  Tribune  365 


Brandon  Thomas . Director  of  Products,  WaPc 

Labs,  The  Washington  Post 

Christopher  Tipple  ....Managing  Partner,  Maroon 

Ventures 

Mark  Vinciguerra . Director  of  Audience 

Development,  Hearst  Northeast  Newspapers 

For  updates,  visit 
mediaXchange.naa.org. 
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SMBs  are  highly  price-sensitive 

Production  of  digital  services  is  often 
much  more  costly  than  print  services 

Establishing  costly  digital  production 
capabilities  in-house  makes  achieving 
profitable  margins  very  challenging 


PULiihhln^ 


Mi 

iemst  Newspapers, 

ami  others'  who  pat 
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Aprti  2  •  April  S.  201 2  •  NUrriott  WasMftgton  WAnhnMi  Park 

Booth  204 


affinity 

EXPRESS 


Transforming  advertising 
and  marketing  production 


2200  Point  Blvd.,  Suite  130,  Elgin,  IL  60123 
Phone:  847-930-3205 
www.affinityexpress.com  ; 

blog.affinityexpress.com 
twitter.com/affinityexpress  f  / 

www.facebook.com/affinityexpress 


*  American  Association  of  Advertising  Agencies 


Become  a  Complete  Marketing  Resource  to 
Your  Advertisers  and  See  Your  Profits  Soar! 


•  Publishers  need  to  provide  digital  agency 
services  to  stay  relevant  to  advertisers 


Why  join  forces  with  a  proven 
production  partner? 


You  can  focus  on  more  on  sales,  build  deeper 
local  relationships  and  offer  the  digital  services 
advertisers  want — profitably. 


"The  high-volume,  low-dollar, 
high-complexity  nature  of  digital  programs 
makes  it  the  most  labor-intensive  medium 
in  the  advertising  industry."* 


Visit  us  at  Booth  204  to  learn  how  we 
build  a  custom  media  production 
solution  as  an  extension  of  your  sales 
and  marketing  team. 
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MONDAY,  APRIL  02  -  9:00  AM  -  5:00  PM 

7  ^  ^  Marketing  to  Readers  Symposium 

lii^^  A  special  daylong  symposium  on  Monday,  April  2,  addresses  key  challenges 

confronting  today's  audience  development  and  circulation  professionals,  including 
retention  of  multiplatform  readers,  the  latest  product  launches  for  acquiring  new 
audiences,  improving  operational  efficiencies  and  increasing  revenue.  Each  session 
features  qualified  newspaper  executives  sharing  successes  and  plans  for  2012. 


MONDAY,  APRIL  02  -  l:00  PM  -  5:00  PM 

Digital  Sales  Executive  Symposium 

This  half-day,  pre-conference  meeting  focuses  on  digital  revenue  growth  and  features 
ideas  and  strategies  attendees  can  take  home  and  implement  for  immediate  revenue 
generation.  Sessions  include  perspectives  from  digital  advertisers  and  agencies,  how 
to  optimize  inventory  and  maximize  revenue,  digital  revenue  success  stories,  and 
interactive  discussions  between  digital  sales  executives  and  executives  with 
innovative  sales  programs. 


These  two  bonus  programs  on  Monday,  April  2  are  I 
free  to  all  registered  for  Mqnday  events.  I 
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ONE  POWERFUL  BRAND, 
DOING  ONE  THING  BETTER 
—  REACHING  NEWSPAPER 
DECISION  MAKERS 


EDITORer  PUBLISHER. 

Penetrating  Editorial,  Strategic  Business  Ideas  and  Practical  Solutions 


Please  Stop  by  and  See  Us  in  the  mediaXchange  Registration  Lobby 


editorandpublisher.com 


The  Program 


mediaXchange 
EVENT  SCHEDULE  APRIL  2-5, 2012 


AA  mediaXchange  201 2  is  designed  to  provide  valuable  ideas  and  insights  to  rji  j 
help  newspaper  professionals  grow  audience  and  revenue  for  their  print  and  dig-  □ 

ital  products.  Sessions  highlight  leading-edge  thinking  about  media  strategies, 
successes  in  product  and  revenue  development,  new  ideas  and  innovation  inside 
and  outside  the  industry,  and  tactics  and  techniques  to  employ  in  print  and  digital. The  con- 
ference  provides  unique  opportunities  to  meet  with  key  customers  and  to  network  with  jB|  J 
colleagues  and  industry  thought  leaders. 

Sessions  and  times  are  as  of  January  22, 201 2.  Please  note  that  luncheon  and  keynote  speakers  have 
been  invited  and  will  be  publicized  as  confirmed.  Additions  and  changes  are  up-to-the-minute  on  the 
conference  website,  mediaXchange.naa.org,  and  you  can  keep  up  to  date  by  following  NAA 
mediaXchange  on  Twitter  using  hashtag  #NAAmXc. 


Monday,  April  02 


5:30  PM  -  7:00  PM 


Opening  Reception  in  The  exchange 


Tuesday,  April  03 


7:30  AM 


7:30  AM -5:30  PM 


Sponsored  by: 

find 

o 


save 

^marl  shopping 
starts  here. 


Breakfast  in  The  exchange 

Start  the  day  with  breakfast  in  The  exchange. 


The  exchange  open 


Hosted  Advertiser  Meetings 


NAA  mediaXchange  Welcome  and  Remarks  Sponsored  by: 
followed  by  Opening  General  Session  u  ^  ut  u  ± 

Speakers  to  be  announced.  f  B  I  1 


MAGAZINE 
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Tuesday,  April  03 


9:30  AM 


M 


Navigating  the  Changing  News  Ecosystem 

The  way  news  is  created,  packaged,  delivered  and  consumed  has 
undergone  dramatic  transformation.  New  media  players  are  leveraging 
aggregation  tools,  social  media  platforms  and  mobile  technologies  to 
engage  news  consumers  in  new  ways.  What  is  newspapers' role  in  this 
new  ecosystem,  and  how  do  they  support  their  investment  in  original 
content  creation?  This  panel  will  offer  perspectives  from  senior 
executives  from  newspapers,  NewsRight,  Flipboard,  Newser  and 
Huffington  Post/The  Blaze. 


I 


10:45  AM 


Growing  Audience  Success  Stories 

Newspapers  continue  to  drive  audience  growth 
across  print  and  digital  platforms. This  session  will 
highlight  some  of  the  top  performers  and  the 
strategies  and  tactics  they  employ. 


Sponsored  by: 


12:00  PM 


2:15  PM 


New  Revenue  Models  and  Strategies 

Some  of  the  most  exciting  initiatives  being  undertaken  by  leading 
newspapers  completely  flip  the  traditional  business  model,  expanding 
what  was  the  "promotional  P"  of  the  four'P's  of  marketing  into  new 
areas.Take  a  look  at  the  out-of-the-box  thinking  that  may  revolutionize 
the  business. 


Associated  Press  Annual  Luncheon 

Speakers  to  be  announced. 


Sponsored  by. 

AP 


Paid  Content  Strategies:  Are  They  Working? 

Is  charging  for  access  to  print  and  digital  content  across  devices 
the  right  strategy  for  newspapers?  This  session  will  explore  a 
variety  of  subscription  and  paid  content  approaches,  as  well  as 
the  impact  ori  audience  engagement  and  the  bottom  line. 


media  chat^ge 


The  Program 


Tuesday,  April  03 


2:15  PM 

Social  Media  Tools  for  Advertisers 

Newspapers  have  found  a  new  revenue  stream  by  helping  local 
businesses  start  and  manage  their  social  media  presence.  Learn 
how  newspapers  are  capturing  this  business  and  hear  strategies  for 
successfully  executing  social  media  marketing  for  advertisers. 

3:30  PM 

Extreme  exchange  Networking 

Dedicated  time  to  explore  The  exchange  and  meet  industry  partners 
new  and  old.  The  exchange  features  industry  partners  showcasing 
products,  services  and  solutions.  Be  sure  to  visit  them  to  learn  about 
their  offerings. 

3:45  PM 

Advertiser  Roundtables 

In  this  fast-moving  series  of  20-minute,  up  close 
and  personal  sessions,  newspapers  can  hear  first¬ 
hand  what  customers  plan,  how  they  see  us  and 
what  they  need  from  us.  More  than  30  tables  of 

advertisers  to  choose  from  make  this  the  best- 

attended  session  of  the  conference,  year  after  year. 

Sponsored  by: 

find 

o 

save 

smart  shopping 
starts  here. 

5:30  PM -6:30  PM 

Reception  in  The  exchange 

Sponsored  by: 

AP 

Wednesday,  April  04 


Breakfast  in  The  exchange 


The  exchange  open 


mediaXchange.naa.org 


Wednesday,  April  04 


8:00  AM -5:00  PM 


Advertiser  Meetings 

Meetings  scheduled  by  hosted  advertisers. 


Sponsored  by: 

find 

O 

save 

smart  shopping 
starts  here. 


8:15  AM  Integrated  Advertising  Sales 

Many  innovative  newspapers  today  sell  integrated  campaigns  to 
advertisers  to  generate  excitement,  improve  ROI  and  grow  revenue. 
This  session  will  feature  successful  programs  that  use  a  range  of 
marketing  platforms  and  strategies. 


Mobile  Product  Development 

Mobile  products  offer  unique  opportunities  to  provide  new  and 
compelling  experiences  for  users.This  session  will  highlight  popular, 
creative  and  intriguing  mobile  products  -  apps  and  websites  on 
smartphones  and  tablets  -  that  can  help  newspapers  excite 
their  audiences. 


Multimedia  Audiences/Cross-Platform  insights 

This  session  will  share  findings  from  new  NAA  research  on  how 
newspaper  audiences  use  multiple  platforms  -  print,  Web, 
smartphone  and  tablets  -  to  access  local  information  and 
advertising.  Find  out  how  you  can  use  these  insights  to  build 
engaging  products  and  drive  revenue. 


9:45  AM  Mobile  Revenue  Strategies 

Mobile  device  penetration  continues  to  skyrocket 

and  newspapers' mobile  audience  has  grown  along  with  it. 

But  monetizing  the  audience  has  been  a  challenge.This  session 
will  highlight  a  variety  of  newspaper  successes  and  innovations 
in  driving  new  revenue  on  mobile  platforms. 
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Wednesday,  April  04 


9:45  AM 


11:30  AM 


1:30  PM 


Print  Innovation 

Contrary  to  conventional  wisdom,  newspaper  innovation  is  not  just 
happening  in  the  digital  space.This  session  will  feature  examples  of 
newspapers  that  are  applying  new  thinking  to  engage  readers 
and  advertisers  with  core  and  new  print  products. 


NAA  Annual  Luncheon 

Speaker  to  be  announced. 


Sponsored  by: 


F  T  I 

CONSULTING 


Sponsored  by: 


Dessert  in  The  exchange 

Relax  after  lunch  while  networking  in 
The  exchange. 


The 

Media 

Audit 
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starts  here. 


Advertiser  Panel:  Perspectives 
Direct  From  Customers 

What  do  our  best  customers  want  from 
newspapers  today?  What  do  they  worry  about 
and  what  excites  them?  In  this  session,  hear 
firsthand  from  key  advertising  executives  who 
invest  in  our  media. 


Social  Media  to  Drive  Traffic 

Newspapers  are  aggressively  integrating  Facebook, Twitter  and 
other  social  media  platforms  into  distribution  and  marketing  strategies. 
This  session  will  share  best-of-breed  approaches  for  leveraging  social 
media  platforms  to  attract  audiences  to  a  newspaper's  brand 
and  content. 


mediaXchange.naa.org 


3:45  PM 


Digital  First:  What  It  Really  Means  to  News  Organizations 

Many  newspapers  have  formally  announced  their  transition 
to  "digital  first"  news  organizations.This  session  will  examine  the 
strategy  behind  the  digital  first  approach,  the  impacts  on  product 
and  organization,  and  results  to  date. 


Sales  Force  Optimization 

How  are  newspapers  optimizing  how  they  go  to  market,  effectively 
training,  providing  incentives,  structuring  and  evaluating  their  teams? 
This  session  focuses  on  some  of  the  best-in-class  initiatives.- 


Reaching  Young  Readers:  Digital  Tips  From  the 
Digitally  Savvy  . 

Young  digital  professionals  at  news  companies  present  the  nonmedia 
apps,  websites  and  digital  products  that  they  consider  cutting-edge.  In 
doing  so,  they  will  share  their  thoughts  on  what  newspapers  can  learn 
from  such  products  and  how  that  might  be  applied  to  increase 
engagement  with  teens,  college-age  youths  and  young  professionals. 


5:00  PM 


Reception  in  The  exchange 

Enjoy  refreshments  in  The  exchange  during  this  last  event  held  to 
connect  you  with  industry  partners. 


Thursday,  April  05 


8:00  AM -5:00  PM 


Advertiser  Meetings 

Meetings  scheduled  by  hosted  advertisers. 
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Breakfast  Session 

Speaker  to  be  announced. 


Engaging  Customers  With  New  Products  and  Experiences 

As  consumer  and  advertiser  media  behaviors  continue  to  shift, 
newspapers  need  to  be  prepared  to  serve  their  needs  in  new  ways 
on  new  platforms.This  session  will  focus  on  how  newspapers  are  . 
innovating  to  maximize  digital  platforms  and  more  deeply  engage 
traditional  and  new  customers. 


Digital  Shopping:  New  Products  to  Sponsored  by: 

Serve  Retail  Customers  find 

As  local  and  national  retailers  increasingly  look  O 

for  digital  solutions,  newspapers  have  been  save 

smart  shopping 


stepping  up  to  the  plate  with  new  products  and 
services.This  session  will  provide  valuable  strategies,  insights  and 
results  from  new  digital  shopping  products  and  platforms. 


No  Debate:  How  to  Capture  Political  Dollars 

As  the  late  U.S.  House  Speaker  Tip  O'Neill  loved  to  say,  "All  politics  is 
local."  201 2  is  expected  to  be  a  bonanza  year  for  political  spending.  With 
a  variety  of  media  options  to  pitch  to  local  candidates,  it  could  be  a  great 
opportunity  for  newspapers  to  reap  the  benefits.  Hear  successful 
strategies  to  capture  political  spending. 


Video:  The  Sequel 

While  many  newspapers  have  successfully  integrated  video  into 
their  digital  products,  monetizing  that  platform  has  been  challenging. 
This  session  will  offer  a  variety  of  approaches  to  supporting  video 
investments  and  information  on  what  to  expect  in  the  near  future. 
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Adiant 

BOOTH:  416 
Somerville,  NJ 
(305)205-8132 
http://w\A/w.adiant.com 


?  @adiantmedia 


Adiant  is  a  digital  media  technology  company  whose 
mission  is  to  deliver  the  most  innovative  advertising 
solutions  to  top  quality  publishers  and  advertisers.  Our 
brands  have  been  completely  engineered  from  the 
ground  up  to  offer  both  immediate  and  long  term  sus¬ 
tained  value  with  the  highest  level  of  customer  service. 


I*’ 


AdMall/Sales  Development  Services  Inc. 

BOOTH:  202 
Westerville,  OH 
(877) 423-6255 

http://www.admall.com  @admall 


j  AdMall  is...Strategic  Local  Ad  Sales  simplified.  AdMall 
assists  your  sales  staff  by  providing  tools  to  add  impact 
to  every  sales  call.  Whether  it  is  a  new  prospect,  an  exist¬ 
ing  client  that  needs  to  increase  their  ad  spending,  or  a 
I  client  that  has  not  advertised  in  a  very  long  time. 
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Advertising/Solutions  Kalculator 

BOOTH:  703 

Leesburg,  VA 
(703)  669-2507 

The  Advertiser  Solutions  Kalculator  (ASK)  provides  your 
sales  team  with  a  simple,  accurate  and  effective  means 
to  present  advertiser-focused  solutions  without  rate 
errors  or  money  left  on  the  table.  Newspapers  using  it 
successfully  point  to  more  sales  time  in  the  field,  less 
need  for  managers  to  approve  one  off  rate. 


Adicio 

BOOTH:  603 

Carlsbad,  CA 

(800)276-1332  ;  ^  @Adicio 

Adicio  develops  interactive  classified  advertising  software 
solutions  for  the  careers,  real  estate  and  motors  markets, 
which  serve  the  Internet's  leading  media  companies  and 
web  portals. With  its  award-winning  technology  and  enter¬ 
prise-class  software  platforms,  domain  expertise  and  cus¬ 
tomer  service,  Adicio  delivers  a  private-label  application  that 
seamlessly  integrates  within  online  classified  advertising. 


SPONSOR 


Adpay,  Inc. 

BOOTH:  702 

Englewood,  CO 
(303)  268-1531 
www.adpay.com 


Adpay  delivers  powerful  solutions  for  Classifieds,  Mobile 
and  Obituary  Order  Entry.  Hundreds  of  media  partners 
have  trusted  Adpay  for  a  decade  to  help  create  custom 
strategies  for  profitable  marketplaces.  Exceptional  service 
and  continuous  innovation  define  the  Adpay  difference. 
Your  market  is  unique,  we  understand.  Let's  build  your 
business  together. 


Affinity  Express 

BOOTH:  204 

Elgin,  IL 

(847) 930-3205 

www.affinityexpress.com 


@AffinityExpress 


Affinity  Express  serves  newspapers  with  the  industry's 
leading  digital,  print  and  editorial  support  solutions.  Our 
unmatched  experience,  high  capacity  of  designers  and 
editors,  state-of-the-art  technology  and  multi-shore  busi¬ 
ness  model  enables  hundreds  of  publications  to  trans¬ 
form  their  businesses,  increase  revenues  and  sell  a  com¬ 
prehensive  range  of  services. 
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Angel 

BOOTH:  410 

Tysons  Corner,  VA 
(888)  MyAngel 
www.angel.com 


■  @angelcorporate 


Angel  is  a  leading  provider  of  enterprise  focused,  cloud 
based,  customer  engagement  solutions,  including  Caller 
First  focused  IVR  and  Call  Center  solutions.  Organizations 
can  quickly  deploy  voice,  SMS,  chat  and  Bl  applications 
and  over  1,000  customers  worldwide  turn  to  Angel"s 
"customer  engagement  technology  to  power  their 
customer  experience. 


SPONSOR 


Associated  Press 

New  York,  NY 
(212)  621-1898 
www.ap.org 


AP 


\  I  @AP 


The  Associated  Press  is  the  essential  global  news  network, 
delivering  fast,  unbiased  news  from  every  corner  of  the 
world  to  all  media  platforms  and  formats.  Founded  in  1 846, 
AP  today  is  the  largest  and  most  trusted  source  of  inde¬ 
pendent  news  and  information. 


SPONSOR 


Athlon  Sports 

BOOTH:  402 

Nashville,  TN 
(615)440-5522 


ATHLON  SPORTS 


@Athlon5ports 


Athlon  Sports  is  the  largest  sports  magazine  in  the 
country  and  is  the  first  and  only  newspaper  magazine 
designed  to  reach  the  male  audience.  Athlon  Sports 
covers  the  world  of  sports  and  brings  it  to  your  news- 
p4per! 


Audit  Bureau  of  Circulations 

Arlington  Heights,  IL 
(224)  366-6939 


SPONSOR 
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Audit  Bureau 
of  Circulations 
ABCinteractive 


@ConnectABC 

ABC  is  a  forum  of  North  America's  leading  magazine  and 
newspaper  publishers,  advertisers  and  advertising  agen 
cies.The  organization  provides  credible,  verified  informa 
tion  essential  to  the  media  buying  and  selling  process. 
ABC's  digital  arm,  ABC  Interactive,  is  a  leading  independ 
ent  auditor  of  websites  and  digital  ad-based  technology. 


B&W  Press 

Bankrate,  Inc.  | 

BOOTH:  710 

BOOTH:  317  I 

Georgetown,  MA 

1  North  Palm  Beach,  FL  : 

(877)  246-3467 

1  (800)327-7717  j 

www.bwpress.com 

1  @Bankrate  • 

Increase  Paid  Subscriptions:  B&W  Press  (private  since 

Bankrate  Print  sells  advertising  and  publishes  consumer  | 

1965),G7  Master  Printer.  Low-cost  newspaper  inserts 

mortgage  and  deposit  tables  in  many  of  the  top  news-  f 

w/built-in  envelope  for  credit  card  privacy/prepaid 

papers  in  the  country.  Bankrate  Print  reaches  over  500  J 

subscriptions  (our  customers  report  4  to  4.9%  response 

newspapers  across  the  country  with  an  aggregate  i 

rate).  Direct  mail  formats  for  reactivation  programs. 

Offer  advertisers  inserts  with  direct  response  envelope! 
Printing,  manufacturing,  mailing  under  one  roof. 

weekly  circulation  of  over  50  million  copies. 

J 
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CCI  Europe 

BOOTH:  512 

Kennesaw,  GA 
(770)  420-1100 


@CCIeurope 


CCI  is  supplier  of  the  most  robust  and  powerful  editori¬ 
al  and  advertising  systems  in  the  industry.  Our  solu¬ 
tions  are  implemented  in  news  organizations  across 
five  continents.  CCI  provides  the  platform  to  support 
the  world's  largest  news  organizations,  and  scalable 
solutions  to  help  growing  media  brands  optimize  their 
business  strategies. 


Cinesport 

BOOTH:  505 

South  Hackensack,  NJ 
(201)641-4000 


@CineSport 


CineSport  is  a  Sports  and  Entertainment  Video  News 
service  that  creates  original  content  featuring  the 
paper's  reporters,  provides  game  highlights  and 
news.  The  service  is  offered  at  no  cost.  CineSport  sells 
the  advertising  and  shares  the  ad  revenue  with  its 
Publishers. The  local  sales  staff  can  sell  the  pre-roll,  too. 


BurreilesLuce 

BOOTH:  503 

Livingston,  NJ 
(973)251-3056 

@BurrellesLuce 

BurreilesLuce  provides  copyright  compliant  media  moni¬ 
toring  and  evaluation  services  to  public  relations  and 
communication  professionals. 


Centro 

BOOTH:  7001 
Chicago,  IL 
(312)  397-3365 
www.centro.net 

Our  relationships  with  media  companies  are  invaluable 
to  us.  We're  the  industry  leader  in  driving  premium  rev¬ 
enue  and  we  collaborate  closely  with  publishers  across 
the  country.  Contact  us  to  learn  more  about  Centro 
Media  Services,  the  Centro  Brand  Exchange  and  our 
Affiliate  Program. 


SPONSOR 


centro 


@Centro  media 


CIPS  Marketing  Group,  Inc. 

BOOTH:  700 

Los  Angeles,  CA 
(310)  769-6900 


@Group,  Inc. 


CIPS  Marketing  Group,  Inc.  is  the  publishing  industry's 
largest  and  most  trusted  alternate  newspaper  and 
TMC  distributor.  Its  weekly  distribution  of  more  than 
10.5  million  unique  TMC  packages  and  advertising 
circulars  to  more  than  7  million  households  is 
unorecedented. 
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Circulation 
Promotions 
Unlimited 

Lewisville, TX 
(972)  315-1963 

Millions  of  Prepaid  Print  and  Digital  Orders  Sold! 


'^:i;  Of  Prepaid  Orders  Sold 


cXense 

BOOTH:  212 

Needham,  MA 
(650)  868-386 

cXense  is  a  cloud-based,  end-to-end  monetization  plat¬ 
form  for  publishers.  We  provide  an  advanced  technolo¬ 
gy  infrastructure  that  enables  our  customers  to  craft 
and  execute  complex  digital  and  mobile  revenue 
strategies. 


Digimarc  Corporation 

BOOTH:  605 

Beaverton,  OR 
(503)  469-4638 

@DIGIMARCcorp 

Digimarc  Discover  gives  publishers  and  advertisers  a 
premium  mobile  solution  to  maximize  reader 
engagement  directly  from  print.  Printed  images  and/or 
text  are  directly  linked  to  related  online  content,  such 
as  view  a  video,  share  on  social  media,  buy  now, 
etc.,  via  today's  smartphones. 

Visit  www.digimarc.com/discover  to  learn  more. 
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Editor  &  Publisher 

BOOTH:  7000 
Irvine,  CA 
(800)  873-7327 
www.editorandpublishe.com 

Editor  &  Publisher  is  the  newspaper  industry's  most  trust¬ 
ed  news  source  for  1 28  years.  E&P  provides  the  informa¬ 
tion  and  inspiration  newspaper  professionals  need  to 
grow  and  prosper.  E&P  reaches  twice  as  many  industry 
leaders  and  production  decision  makers  than  any  other 
industry  publication. 


E^P 

@EditorPublisher 


FTI  Consulting 

Denver,  CO 

www.fticonsulting.com 

FTI  Consulting  is  a  global  business  advisory  firm  dedi¬ 
cated  to  helping  organizations  protect  and  enhance 
enterprise  value  in  an  increasingly  complex  legal, 
regulatory  and  economic  environment.  FTI's 
Communication,  Media  and  Entertainment  practice 
includes  more  than  60  dedicated  professionals  who 
have  worked  on  hundreds  of  consulting  engagements 
for  media  companies. 


Legacy.com 

BOOTH:  409 

Evanston,  IL 
(888)  397-9494 


Legacy.com  is  the  leader  in  the  online  memorial  and 
obituary  market,  collaborating  with  more  than  900 
newspapers  in  North  America,  Europe  and  Australia  to 
provide  ways  for  readers  to  express  condolences  and 
share  remembrances.  Legacy.com  provides  innovative, 
community-oriented,  content-rich  solutions  that 
generate  incremental  income  for  newspapers. 


@LegacyObits 
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Emailvision 

BOOTH:  511 

New  York,  NY 
(646)  783-7981 
www.emailvision.com 


Emailvision  acquired  smartFOCUS  Group  PLC,the 
leading  provider  of  multi-channel  marketing  and 
customer  intelligence  software. The  acquisition 
strengthens  Emailvision's  position  as  the  worldwide 
leader  of  on-demand  software  for  email,  mobile  and 
social  campaign  management. The  Emailvision  mission 
is  to  provide  excellence  in  software  and  services  for 
online  relationship  marketing. 
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Ebyline,  Inc 

BOOTH:  112 

Sherman  Oaks,  CA 
(818)  570-2175 

www.ebyline.com  @Ebyline 

Ebyline  provides  publishers  with  a  virtual  newsroom 
environment  that  facilitates  the  production  of  high- 
quality  content  anywhere  and  anytime. With  the  Ebyline 
software,  managing  freelancers  has  never  been  easier. 
Ebyline  helps  publishers  find,  hire  and  manage  free¬ 
lancers.  From  pitches,  drafts  to  payments,  Ebyline 
manages  the  workflow  so  publishers  don't  have  to. 


ICANON  Associates,  Inc. 

BOOTH:  404 

Hatfield,  PA 
(800)  544-4450 

Jl  @newzware 

^  Newzware  Business  System  Software  -  The  best  perform- 

iance  value  in  the  newspaper  industry.  Circulation,  Display 
and  Classified  Advertising,  Financial,  Editorial  and  Ad 
;i  Production  tools  are  deployed  separately  or  integrated  as 
a  complete  publishing  environment.  ICANON  Services 
ensure  a  legacy  of  performance  with  unequaled  person¬ 
al  customer  support.  Premise  or  Hosted  installations. 


Marketing  G2 

BOOTH:  308 

Springhouse,  PA 
(215)822-2289 


j  ^  @MarketingG2 


Marketing  G2  helps  companies  support,  build  and  expand 
customer  relationships.  Relying  on  our  proven  expertise  and 
state-of-the-art  technology,  we  build  data-driven  applica¬ 
tions  that  enhance  your  relationships,  attract  new  customers 
and  increase  your  revenue.  We  are  a  leading  provider  of  cus¬ 
tomer  intelligence  applications  and  data  integration  servic¬ 
es  for  subscription-based  industries. 


MediaSpan 

BOOTH:  316 

Ann  Arbor,  Ml 
(734)  887-4400 


S  f  @MediaSpanGroup 


MediaSpan  provides  more  than  4,000  newspaper 
customers  with  mission-critical,  pre-press  publication 
software  and  powerful  content  management  tools  that 
enable  efficient  product  delivery  to  consumers  across 
print,  online  and  wireless  platforms.  We  offer  the  most 
extensive  product  line  in  the  industry,  including  Editorial, 
Production,  Circulation,  Advertising  and  Wireless 
solutions  for  papers. 


Monster  Match/Job  Fulfillment  Center 

BOOTH:  800 

St.Clair  Shores,  Ml 
(586)  585-9790 

Monster  Match  enables  your  paper  to  provide  rapid,  rele¬ 
vant  results  for  a  recruitment  advertiser.  Our  highly 
trained  recruiter  agents  will  identify  the  most  qualified 
candidates,  based  upon  the  employer's  own  criteria,  and 
either  email  or  fax  those  candidates'  credentials  to  the 
recruitment  advertiser  usually  within  24  hours! 


MultiAd 

BOOTH:  501 

Peoria,  IL 
(800)  245-9278 


*  @MultiAd 


Are  your  ad  department  sales  lacking  and  expenses 
too  high?  Then  stop  by  booth  #501  and  take  a  look  at 
MultiAd!  MultiAd  provides  production  efficiencies 
for  the  Graphics  Department,  and  selling  tools  for  the 
Sales  Team. 


NewsNotes  LLC 

BOOTH:  803 

Middleton,  Wl 
(608) 831-9600 

NewsNotes  Advertising's  5-day  turnaround  for 
Repositionable  Notes  allows  newspapers  to  sell  top 
advertisers.  Regional  facilities  provide  production  and 
marketing  support  ensuring  program  success.  Products 
include  TrafficBuilders:  scratch-offs,  SnapOFFer  (clean 
release  coupon  alternative)  and  ValueOFFERS.  Multiple 
adhesive  patterns,  including  Editor's  Choice,  and  note  sizes 
available  to  fit  production  and  advertising  needs. 


Newspaper  Data  Exchange  LLC  -  NDX 

BOOTH:  307 

Chesterfield,  MO 
(314)  604-2697 

www.newspaperdataexchange.com 

The  mission  of  Newspaper  Data  Exchange  (NDX)  is  to 
increase  the  use  of  newspaper  target  marketing  by 
providing  agencies  and  retailers  with  the  most  . 
comprehensive  database  of  newspaper  distribution 
products.  NDX  eliminates  the  need  to  collect  and 
maintain  specific  distribution  information  and  allows 
more  time  for  analysis  and  campaign  planning. 
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Pongrass  Newspaper  Systems 

BOOTH:  408 

Sydney,  Australia 
(011)61-2-9369  6100 
www.pongrass.com.au 

New  for  201 2  is  our  Advertising  Archive  Datawarehouse. 
The  product  is  tightly  integrated  with  our  existing 
Version  6  browser  based  advertising  software  &  Juggler 
i  ad  tracking  system.  Pongrass  offer  a  complete  single 
i  database  solution  for  classified  and  display  advertising, 

\  advertising  production  and  editorial  tracking  and 
pagination. 


i  Publishing  Group  of  America 

i  Franklin, TN 
!  (800)720-6323 

^  Publishing  Group  of  America  provides  relevant  print 
I  and  digital  content  to  America's  newspapers.  American 
Profile,  Relish  and  Spry  were  named  three  of  the  top  25 
magazines  of  the  past  25  years.  Publishing  Group  of 
America  is  more  than  magazines.  We're  your  content 
partner. 


RealMatch,  Inc. 

BOOTH:  314 

f  New  Brunswick,  NJ 
j  (732)659-6410 
www.realmatch.com 


=  @RealMatch 


RealMatch  has  established  a  new  category  in  recruitment 
advertising  helping  hundreds  of  newspapers  and  digital 
media  sites  maximize  recruitment  ad  revenue  in  a  cost- 
effective  manner.  Powered  by  advanced  Real-Time 
Matching  and  distribution  technologies,  RealMatch's 
recruitment  ad  network, TheJobNetwork,  reaches  over  37 
million  job  seekers  and  outperforms  national  job  boards. 


Publishers  Circulation  Fulfillment,  Inc. 

BOOTH:  509 

Towson,  MD 
(877)  PCF-6668 


PCF,  Inc.  is  the  largest  U.5.  independent  newspaper  home 
delivery  and  distribution  logistical  services  company, 
handling  over  10  million  copies  per  week  for  more  than 
60  publications.  PCF  also  handles  bulk  distribution  and 
amenity  copies,  zoned  and  other  special  distribution 
programs. 


RAM  -  Research  and  Analysis  of  Media 

BOOTH:  41 7 

Ponte  Vedra  Beach,  FL 
(904)  285-5942 

Research  and  Analysis  of  Media  collects,  cultivates  and 
relates  data  for  over  500  companies  in  1 7  countries. 
RAM  provides  research  for  markets,  brands, 
newspapers,  internet,  magazines,  TV,  Radio,  Mobile 
and  iPad,  concerning  ad  effectiveness,  customer 
engagement  and  loyalty.  RAM  research  builds  a 
foundation  for  better  business  solutions. 


SaveAround 

BOOTH:  209 

Binghamton,  NY 
(866)  554-5061  x9236 
www.sa  vea  rou  nd.com 


@Save  Around 


SaveAround  has  been  in  the  coupon  industry  for  30-i- 
years  in  over  1 50  markets  across  the  U.S.  &  Canada. 
Offered  to  publications  are  print  and  web  based  coupon 
programs  for  both  acquisition  and  retention.  From  print 
coupon  books  and  flyers  to  the  online  daily  deal  and 
subscribers'  perks. 
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SAXOTECH,  Inc. 

BOOTH:  403 

Tampa,  FL 
(813)  221-1600 


Integrated  Media  Solutions  SAXOTECH  empowers  media 
companies  to  achieve  greater  efficiency  and  return  on 
investment  with  best  in  class,  enterprise-level  digital  and 
print  systems  for  multi-channel  publishing,  advertising 
and  circulation  all  available  as  managed  hosted  solutions. 


Second  Street 

BOOTH:  601 

St.  Louis,  MO 
(314)  880-4902 


@2ndstreetmedia 


Second  Street  is  the  nation's  premier  provider  of  contest¬ 
ing,  daily  deals,  email  message  marketing,  photo  e-com¬ 
merce  platforms  for  local  media.  As  a  partner  to  over 
2,400  local  media  companies,  their  products  are  easy  and 
affordable  to  implement  and  focus  on  driving  revenue, 
engaging  audiences  and  building  email  databases. 


Shoutback  Concepts  LLC 
BOOTH:  900 

Beachwood,OH 
(216)  378-1850 

www.shoutbackconcepts.com 


Now  make  your  2012  Digital  Revenue  budget!  Shoutback's 
Daily  Deal  software  programs  are  more  than  the  competi¬ 
tion's  vaporware.  Never  feel  alone  trying  to  nudge  your 
program  to  life.  Shoutback  100-(-  newspaper  media 
clients  daily  deal  program  dramatically  exceeds  market 
potentials.  Want  a  partner  that  is  all  in?  Let's  talk. 


Scribble  Technologies,  Inc. 

BOOTH:  411 

Toronto,  ON,  Canada 
(877)  772-7422 
www.scribblelive.com 


Scribble  Technologies  is  a  three-year  old  Toronto 
company  dedicated  to  providing  news  organizations 
and  journalists  with  powerful  tools  to  cover  our  rapidly 
changing  world.  Its  lead  product  is  ScribbleLive,  a  live 
content  management  system  that  supports  a  variety 
of  emerging  types  of  live  journalism.  ScribbleLive  is 
delivered  in  a  SAAS. 


Shoom  Inc. 


BOOTH:  802 

Encino,  CA 
(800)  446-6646 


Shoom,  the  gold  standard  and  leading  provider  of 
electronic  invoicing  and  tear  sheets.  Shoom  currently 
has  over  750  titles,  linked  to  8,800  agencies  and 
900,000  advertisers.  Using  Shoom  Sales  Tools, 
newspapers  are  generating  incremental  revenue  on 
a  daily  basis.  Shoom  will  save  you  money  while 
driving  incremental  revenue  simultaneously. 


A 


Software  Consulting  Services,  LLC 

BOOTH:  510 

Nazareth,  PA 
(610)  746-7700 

i  j  @SCSnewspapers 


If  your  organization  is  considering  system  or  labor 
consolidation/centralization,  we  have  success  stories  to 
tell.  Our  software  applications  allow  for  localized  or  con¬ 
solidated  environments.  Stories  include:  Consolidated  Ad 
Production  Center  for  Dow  Jones,  Consolidated  Layout 
environment  for  all  Gannett  publications.  Automated 
toning  center  forTimes-Shamrock  Communications. 

Let's  Talk! 
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Exhibitor  Listings 


SPONSOR 


Tecnavia  Press  Inc. 

The  Media  Audit 

The 

USJ 

BOOTH:  602 

BOOTH:  303 

Media  iHlg 

BOO' 

Burnsville,  MN 

Houston,  TX 

Audit 

Schai 

(877)  832.6284 

(800)  324-9921 

(800) 

www.tecnavia.com 

@themediaaudit 

USSR 

Digital  replicas  and  much  more!  Tecnavia  provides  an 

The  Media  Audit  is  a  multimedia  qualitative  audience 

nego 

eEdition  service  that  includes  iPad  apps.  Droid  apps. 

survey  that  covers  newspapers,  other  local  publications. 

2,000 

HTML5  versions.  Smartphones,  eReaders, 

television,  radio,  outdoor,  cable,  the  internet  and  over  500 

tern.  1 

eTearsheets,  Special  Sections  and  Display  Ad 

qualitative  targets,  including  extensive  demographics. 

opt-ir 

Conversions!  Stop  by  and  see  why  Tecnavia  is  the 

consumer  shopping  information,  purchasing  plans  for 

powe 

hosted  solution  selected  first  by  publishers,  advertisers 

high  ticket  products,  leisure  activities  and  other 

;  congi 

and  subscribers!! 

consumer  related  activities  in  85  local  U.S.  markets. 

1 

Thoroughbred  Research  Group 

BOOTH:  31 3 

Louisville,  KY 
(215)  501-7007 

Thoroughbred  Research  Group  is  a  full-service  research 
firm  dedicated  to  quality,  timelir.^^s  and  customer 
service.  We  work  with  many  of  the  largest  newspaper 
and  media  agencies  to  provide  critical  marketing, 
circulation  and  customer  satisfaction  research. 


)  Trace  Communications 

BOOTH;  21 7 

Indianapolis,  IN 
(317)715-5708 

www.tracecommunications.com 

Are  you  looking  to  increase  revenue  and  profit?  Trace 
Communications  helps  newspapers  (800-t-  and  counting) 
and  their  customers  increase  revenue  and  profit 
through  software  driven  marketing  programs  and 
printed  solutions  (inserts,  magazines,  direct  mail,  etc.). 
Come  check  out  our  newest  Automotive  Program, 
launching  exclusively  at  NAA  mediaXchange! 
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TownNews.com 

BOOTH:  108 

Moline.  IL 
(800)  293-9576 


@TownNews 


TownNews.com  serves  1,500  newspapers  with  circulation 
up  to  300,000.  Our  BLOX  CMS  is  an  affordable,  integrated 
system  that  helps  newspapers  create  and  publish  con¬ 
tent  for  the  web,  print  and  mobile.  We  offer  the  latest 
classified,  marketplace  and  calendar  products.  Our  SWAT 
team  has  sold  more  than  $70  million  in  advertising. 


SPONSOR 


USA  WEEKEND  Magazine 

McLean,  VA 
(212)715-2173 

I 


i  @usaweekend 


More  than  800  local  newspapers  look  to  USA  WEEKEND 
Magazine  to  enhance  reader  satisfaction.  Every  issue 
dynamically  presents  our  nation's  people  and  culture  in  a 
style  that  attracts  readers  important  for  newspaper 
growth  and  sustainability.  USA  WtEKEND  complements 
local  newspaper  coverage  with  relevant,  national  lifestyle 
features  and  powerful  visuals. 
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US  Suburban  Press 

BOOTH:  110 

Schaumburg,  IL 
(800)  SUBURBS 

USSPI  is  a  sales  and  marketing  company  that  targets, 
negotiates  and  places  advertising  into  its  network  of 
2,000  local  newspapers  using  a  one-order,  one-bill  sys¬ 
tem.  USSPI  also  targets,  negotiates  and  places  consumer 
opt-in  email  campaigns.  We  will  be  demonstrating  our 
powerful  email  tools,  introducing  a  product  that  targets 
congressional  districts. 


Traveizoo  Inc. 

BOOTH:  903 

New  York,  NY 
(212)  484-4939 


@Travelzoo 


:  Traveizoo  Inc.  is  a  global  Internet  media  company. 

^  The  Traveizoo  Network  is  a  syndication  platform  that 
•  distributes  Traveizoo  travel,  entertainment  and  local  deals 
across  over  300  hand-selected  premium  publishers. 
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DATA-DYNAMIX . 515 

DIGIMARC  CORPORATION . 605 
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EDITOR  &  PUBLISHER . 7000 

EMAILVISION . 511 
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PUBLISHING  GROUP  OF  AMERICA . Sponsor 
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REALMATCH,  INC . 314 

SAVEAROUND . 209 

SAXOTE^H,  INC . 403 

SCRIBBLE  TECHNOLOGIES,  INC . . 41 1 

SECOND  STREET . 601 

SHOOM  INC . 802 

SHOUTBACK  CONCEPTS  LLC . 900 
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TECNAVIA  PRESS  INC . 602 

THE  MEDIA  AUDIT . 303 
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TRACE  COMMUNICATIONS . 217 
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USA  WEEKEND  MAGAZINE . Sponsor 
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Partner  not  a  Vendor 
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•  Leading  provider  of  Sports 
and  Entertainment  video 
programming 

jUj/m  •  Creates  original  video 
content  with  your  writers 

•  Provides  locally  versioned 
^  fl  pro  and  college  game 
highlights 

9H  •  HTML5  video  players 

that  work  across  your  entire 
platform:  Web,  Mobile  Web, 
Tablets,  Smartphones 

•  Shares  the  ad  revenue  and 
allows  your  local  sales  staff 
to  sell  the  pre-roll  inventory  also 

uatnocMtl 


So  if  you  are  ready  to  extend  YOUR  editorial  voice 
in  the  online  video  space,  build  your  brand  and 
generate  revenue  at  the  same  time... 

CNtMt  us  Mm 


C  CINE  SPORT 


Visit  us  at  Booth  505 
www.cinesport.com 


Ranked  #2  Dec  2011  comScore  Storts  Video  Metrix  with  15.7  MM  Uniques 


One  CMS.. .All  Channels 


SkyOue"*  gives  you  the  ability  to  manage 
your  website,  mobile,  tablets,  and  even  print, 
in  one,  easy-to-use,  browser-based  system. 


Contact  us  for  a  demo! 

mfo@mediaspangroup.com 

mediaspangroup.com/demo 


ME  DI  AS  PAN 

mediaspangroup.com 


Unlock  the  Value  of  your 
Premium  Display  Ad  Inventory! 


Expanding  Ads 


Video  Ads 


Sticky  Note  Ads 


Wallpaper  Ads 


Call  for  a  live  demo  today: 

866.467.2289 


www.impactengine.com 


Trusted  by  the  industry  leaders: 


i^MediaNews  Group 
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